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This  sticker  (reproduced  by  permission 
of  Gimbel  Brothers  Philadelphia)  is 
attached  to  each  Gimbel  Brothers’  order 
for  merchandise  made  of  Bember^  rayon. 


In  PHILADELPHIA 

ifs  GIMBELS 


Wor  many  years  American  Bemberg  Corporation  has  advocated 
proper  identification  of  all  fibers  and  fabrics.  Progressive  retail 
oi^anizations  also  bave  stressed  the  importance  of  labels  and  tags 
that  tell  consumers  what  they  want  to  know. 


for  FAMOUS  FASHIONS 


and  NOW  Gimbel  Brothers,  Philadelphia,  have  developed 
a  follow-through  to  remind  all  sources  of  supply  to  he 
sure  that  all  merchandise  made  of  Bembei^*  rayon  is 
properly  identified.  We  feel  certain  that  this  reminder 
(sticker  reproduced  above)  is  an  innovation  that  will 
be  welcomed  by  the  trade  and  will  do  a  great  deal  to 
help  a  good  cause  along.  Hats  off  to  Gimbel  Brothers! 

*BEMBERG  it  the  regiuered  trade-mark  o/ AMERICAN  BEMBERG  CORPORATION 
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They  told  us  why!  What  inspires  all  this  confii 
in  the  CANNON  LABEL?  .  .  .  Simply  this:  it  represenli 
out  of  10  shoppers  the  Big  Three  they  want  from  I 
towel  purchases: 

Vorfu*  in  0V0ry  price  range  .  .  . 

Quality  construction  . . . 

Boautiful  dosigns  and  cokfl 

Whenever  they  find  the  Cannon  label,  they  feel  asssn 
Big  Three  is  behind  it  .  .  .  and  you  are  assured  of  i 

They*re  ready  to  buy!  Spread  before  yoo » 

opposite  page  is  the  glorious  new  Cannon  line,  jivi 
will  be  illustrated  in  the  announcement  advertieemcd 
will  appear  in  seven  top*notch  magazines  . . .  justul 
be  seen  and  desired  by  many  of  your  own  customeriil 
now  to  catch  the  attention  of  the  “7  out  of  10.” 
spotlight  in  your  own  promotions  ...  in  your  window 
your  counters,  through  your  sales  force  ...  on  the  0^ 
sales-getter  they  Ml  be  looking  for  .  .  .  the  CANNON 


CLEVER  AMERICA'S  MATCH-MAKER  Imagine  shop¬ 
ping  with  $2.95  .  .  .  and  bringing  home  a  whole 
new  bathroom!  Sounds  incredible,  till  you  see 
what  can  be  done  on  a  modest  budget  with  a 
sparkling  Cannon  matched  set  of  bath  towel,  face 
towel,  wash  cloth,  and  bath  mat!  Try  it — and  see. 


tA\  Ai"*^'** 


7  nation-wide  magazines  reaching  a 
J-teen  million  Cannon  pub/ic,  pre-sell 
7  out  of  10  of  Americans  shoppers  for  you! 


Eye-compelling.  Buy-compelling.  The  new 
Cannon  advertising  campaign  is  bound  to 
be  profitable  for  you,  because  it  rivets 
attention  right  on  that  looked-for,  lucrative 
Cannon  label.  The  buy-way  of 
7  out  of  10  of  the  nation’s  shoppers! 
The  excitement  starts  September  25  with  a  full- 
page,  full-color  advertisement  in  American  Home. 
Keeps  right  on  rolling  in  full-page  advertise¬ 
ments  in  six  additional  widely  read  national 
magazines.  A  total  of  seven  star  salesmen  that 
will  deliver  17,392,958  powerful  sales  messages  for 
you  .  .  .  right  into  17,392,958  American 
homes.  But  that’s  only  half  the  good  news! 
Cannon  has  prepared  a  whole,  thorough 
follow-through  for  you  to  use!  Streamlined 
dramatic  sales  and  display  helps.  Free  news¬ 
paper  mats  to  head  the  Cannon  traffic  your  way. 

A  special  edition  of  Cannon  Shots  brimful 
of  talking- vitamins  for  your  sales  staff.  Write, 
right  now,  for  them  all.  Let  that  7  out  of  10 
know  Cannon  is  the  label  you’re 
backing  and  watch  ’em  buy! 


MEN'S  Shirts 

One  simple  chassis  —  any  architec* 
tiiral  treatment.  100'^  merchandise 
visibility,  and  instantly  inter¬ 
changeable. 


MEN'S  Furnishings 

The  same  unit  which  interchanges 
with  all  others  —  instantly — for 
seasonal  adjustments. 


WOMEN'S  Dresses 

Still  one  standard  but  with  a  few 
simple  fittings  or  interiors,  it  adapts 
readily  to  handling  dresses. 


No  relocating  necessary  for  chang¬ 
ing  departments  —  simply  change 
the  interiors  with  store  help. 


Sports  Wear 

Its  flexibility  permits  of  changing 
the  interior  instantly  to  accommo¬ 
date  all  sports  wear  lines. 


Small  Wares 

Interchange  any  small  wares  line 
with  any  other  department  in  the 
same  manner. 


Silverware 

Condense  or  expand  this  depart¬ 
ment  as  desired,  interchanging  with 
any  or  all  others. 


WOMEN'S  Furnishings 

Nothing  need  be  permanently  fixed 
but  the  architectural  arrangement 
^  interiors  always  convertible. 


m  SIMPLE  BASIC  FIXTCRE*  HERCHAIISES  M  U1 

*  a  fixture  only  in  the  sense  that  its  position  may  be  fixed  as  a  measure  of  operating 
economy  while  its  interior  is  instantly  convertible  for  effective  handling  of  any  merchan¬ 
dise.  Unlike  any  other  equipment,  it  fits  into  any  desired  architectural  treatment  and 
permits  restyling  of  the  entire  store  as  often  as  desired  with  minimum  expense.  A 
substantial  percentage  of  the  country’s  good  stores  —  large  and  small  —  are  now  taking  ad¬ 
vantage  of  the  great  economy  feature  of  this  new  principle  offered  only  by  Grand  Rapids. 


Th*  Coupon  or  a  request  on  your  Letterhead  will  bring  a  representative,  or  further  information  by  mail. 
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Any  store  worth  its  salt 
has  a  Style  Story  to  tell 


THE  TRICK  IS  TO  SAY  '  QUALITY''  IN  A  CONVINCING  WAY 

In  rayon  labeling  (a  major  share  of  fashion  apparel  falls 
under  these  rules),  stores  have  within  easy  reach  a  tangible 
synonym  for  quality — the  name  Du  Pont. 

The  publi  c  is  interested  in  Du  Pont — convinced  of  its  quality 
principles  —  tuned  to  its  breathtaking  flow  of  better  things 
for  better  living  .  .  .  through  chemistry. 
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RAYON  DIVISION,  E.  I.  DU  PONT  DE  NEMOURS  &  CO.  (INC.),  EMPIRE  STATE  BUILDING,  NEW  YORK 


Why  neglect  a  quality  expression  that  means  so  much  to 
many  customers?  When  you  buy  goods  made  of  Du  Pont 
Rayon  yarns,  order  them  delivered  with  Du  Pont  Rayon 
tags,  labels,  stickers,  or  bolt  ends  attached. 


ONE  TAG  GIVES  "THREE  PURPOSE”  RAYON  IDENTIFICATION  W  ITHOUT  COST 


1.  Fiber  content  required  by  2.  Care  suggestions,  uihidi  cut  3.  The  Rayon  Name  known  for 

the  Rayon  Rules  down  returns  research  and  advancement 


eys  have  long  ranked  as  symbols  of 


artistry  and  craftsmanship.  In  the  middle  ages,  only  those 


artisans  who  were  admitted  to  guild  membership 


were  permitted  to  design  and  hand-forge  keys.  Before  a  craftsman 


was  admitted  to  the  guild,  he  had  to  submit 


samples  of  his  work  for  critical  examination  and  appraisal  by  the 


members.  This  guild  idea  has  been  re-created  in  the 


rayon  industry  by  the  North  American  *Key  to  Quality"  symbol. 


Before  a  garment  manufacturer  is  conceded  the  right  to  identify 


his  merchandise  with  the  North  American  "Key  to  Quality' 


he  must  submit  samples  of  his  product  to  the  United  States 


Testing  Company  for  scientific  test  and  rating. 


Illustrated  is  a  chamberlain  key  of  the 
Seventeenth  Century.  It  is  made  of 
gunmetal  and  gilt,  and  is  remark¬ 
able  for  its  extravagant  richness  of 
adornment.  The  highly  chased 
handle  exhibits  the  royal  monogram 
and  crown  of  William  and  Mary 


PLANT:  CARTER  COUNTY.  TENNESSEE 


NORTH  AMERICAN  RAYON  CORPORATION 


361  FIFTH  AVENUE.  NEV  YORK 
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101  W.  3l8t  Street,  New  York  City 


May  we  suggest  .  .  . 
that  for  our  mutual 
advantaoe  you  en¬ 
deavor  to  anticipate 
your  printing  re¬ 
quirements  ninety 
days  in  advance. 


Printed  Forms  and  Systems  For  Every  Business  Requirement 


Transportation  charges  alone  on  paper 
shipped  from  the  Pacific  Coast  ran  as 
high  as  $1400.00  per  carload. 

These  are  only  a  few  memories  of 
World  War  Number  One.  Today  we 
face  a  repetition  of  these  and  other 
events  and  possibly,  even  probably, 
this  new  war  will  deal  more  harshly 
with  all  of  us. 

We  don’t  know  what  price  increases 
lie  ahead.  We  don’t  know  how  scarce 
our  raw  materials  may  become.  We 
don’t  know  how  transportation  may 
slow  up  deliveries  to  and  from  The 
Shelby  Salesbook  Company. 

But  we  do  know  this.  Our  manufac¬ 
turing  facilities  are  greater  now  than 
ever  before  and  our  reputation  for 
fairness,  acquired  through  forty  years 
of  peace  and  war,  will  not  change  one 
iota. 

This  is  our  pledge  to  you,  our  cus¬ 
tomers  .  .  .  The  Shelby  Salesbook 
Company  will  continue  to  put  the  high¬ 
est  quality  into  its  printed 

■  fonns,  offer  the  fastest  serv¬ 
ice,  and  give  the  fairest  treat¬ 
ment,  within  our  power.  Con¬ 
ditions  may  change,  but  this 
policy  toward  our  customers 
will  remain  the  same. 


Do  you  recall  the  frenzied,  hysterical 
actions  forced  upon  all  of  us  by  World 
War  Number  One?  Who  of  us  dreamed 
then  that  a  short  quarter-century  later, 
we  again  would  climb  aboard  that  same 
wild  meriy-go-round,  hellbent  for 
where,  nolwdy  knows? 

Although  the  War  began  in  1914, 
The  Shelby  Salesbook  Company  ab¬ 
sorbed  price  increases  on  raw  mater¬ 
ials  until  1916.  From  then  until  1920, 
conditions  pushed  prices  steadily  up¬ 
ward  until  salesbooks  used  by  stores 
like  yourselves  sold  for  50%  to  75% 
above  normal. 

Scarcity  of  raw  materials  was  eveiy- 
body’s  headache.  Some  paper  stocks 
were  almost  unobtainable;  those  avail¬ 
able  were  of  an  inferior  quality  not  pre¬ 
viously  found  in  “Shelby”  products. 

Delivery  of  materials  was,  at  best, 
a  question  mark.  We  sent  men  to  vari¬ 
ous  junction  points,  where,  with  the  aid 
of  “folding  money”,  switchmen  under¬ 
stood  the  necessity  of  plac¬ 
ing  this  or  that  car  in  the 
next  train  headed  for  Shelby, 

Frequently,  we  ordered 
paper  by  express  to  speed  Bf||||||j 
our  service  to  customers.  ■■■Ill 


First  Vice  President 
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WHY  SELL  DEFENSE  STAMPS? 

WE  are  conscious  of  the  fact  that  some 
retailers  can  see  no  reason  why  retail 
stores  should  undertake  to  sell  De¬ 
fense  Stamps.  They  are  inclined  to  consider 
that  sort  of  thing  the  work  for  banks  and  post 
offices. 

If  the  times  were  normal  there  might  be 
considerable  validity  to  this  point  of  view— 
but  we  are  in  the  midst  of  a  great  national 
emergency  and  that  is  something  which  should 
be  of  concern  to  every  citizen,  no  matter  what 
his  business,  profession  or  calling. 

For  many  years  the  most  progressive  mer¬ 
chants  of  this  country,  as  we  have  known  them, 
were  troubled  over  the  fact  that  the  retail  mer¬ 
chant  seemed  to  have  so  little  standing  in  the 
United  States.  In  those  days  it  was  quite  usual 
to  hear  the  statement  that  "retailing  should 
be  made  to  have  the  dignity  of  a  profession 
with  the  ethics  of  a  profession.” 

Through  those  years— under  the  aegis  of  the 
National  Retail  Dry  Goods  Association— a 
group  of  fine  merchants  labored  unceasingly 
toward  that  goal.  Men  like  Fredrick  H.  Rike, 
Jesse  Isidor  Straus,  Fred  Ayres,  Donald  Dey, 
Herbert  Tily,  Oscar  Webber,  Ralph  Hudson, 
Fred  Eastman,  Sam  Halle,  Alfred  Koch  and 
many  others  whose  names  also  should  be  re¬ 
membered,  always  had  a  thoughtful  eye  on 


the  standing  and  the  dignity  of  the  retail 
trade.  They  watched  the  gradual  improve¬ 
ment  in  the  standing  of  the  trade.  Their 
work  and  their  own  liberality  of  view  con¬ 
tributed  greatly  to  the  position  which  the 
retail  dry  goods  trade  today  enjoys. 

In  the  counsels  of  the  National  Retail  Dry 
Goods  Association  their  voices  were  always 
raised  in  support  of  the  broad  and  generous 
attitude.  They  did  much  to  overcome  the 
small  and  the  selfish  point  of  view.  If  they  did 
not  make  retailing  a  definite  profession,  their 
influence,  and  that  of  many  others  of  the  same 
calibre,  took  it  out  of  the  picayunish,  grasping 
class  to  which  retailers  generally  used  to  be 
relegated. 

During  the  first  world  war  such  merchants 
never  hesitated  as  between  their  private  profit 
and  their  duty  as  citizens.  They  led  the  way 
in  placing  themselves  at  the  disposal  of  the 
government  for  the  doing  of  any  task  which 
needed  to  be  done.  They  sold  Liberty  Bonds. 
They  led  movements  to  conserve  the  use  of 
foods  and .  materials  and  labor.  They  gave 
their  time  freely.  They  welcomed  the  oppor¬ 
tunity  to  serve. 

The  spirit  in  which  such  merchants  then 
worked  still  is  strong  within  our  trade.  Al¬ 
most  any  retailer  picked  at  random,  when  he 
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sees  the  national  need,  will  dedicate  himself  to 
the  nation’s  purposes  just  as  those  men  did. 
There  is  in  some  of  the  younger  generation  of 
retail  men,  however  a  hesitancy  to  plunge  into 
matters  of  this  kind.  The  flame  of  public  ser¬ 
vice  has  not  yet  been  kindled  in  them,  but  it 
will  be. 

Whether  the  situation  for  the  United  States 
is  so  grave  as  the  President  and  his  advisors 
have  painted  it  we  do  not  know,  but  we  have 
had  their  solemn  assurances  that  speedy  and 
tremendous  preparations  for  National  Defense 
are  vital.  Unless  we  are  inclined  to  disbelieve 
these  statements  there  can  be  no  logical  excuse 
for  any  American  citizen  to  feel  that  defense 
is  a  problem  for  others  and  not  for  himself. 
We  all  must  do  whatever  we  can  do. 

As  one  of  the  necessary  steps  in  National 
Defense  the  Treasury  Department  has  under¬ 
taken  to  sell  a  large  issue  of  stamps  and  bonds 
to  the  public.  The  sale  of  these  obligations 
has  not  gone  as  well  as  it  should  because  the 
general  run  of  our  citizens  have  not  vet  caught 
fire.  It  will  take  a  lot  of  influences  to  wake 
them  up  and  make  them  see  the  need  of  thus 
supporting  the  government. 

The  banks  and  the  post  offices  are  doing  the 
best  they  can  but  banks  and  post  offices  are  not 
selling  organizations.  Retailers  are  specialists 
in  selling.  Therefore— when  the  government 
has  a  selling  problem  it  is  right  and  proper 
that  it  should  turn  to  those  who  know  how  to 
sell. 

And— if  the  retail  trade  is  going  to  continue 
the  splendid  tradition  which  was  set  by  mer¬ 
chants  during  the  previous  war,  they  will  see 
in  the  government’s  need,  and  in  its  call  for 
help,  a  golden  opportunity  again  to  prove  the 
ability,  the  loyalty  and  the  unselfishness  of 
the  retail  trade. 

It  is  this  sort  of  thing  which  makes  good 
will  and  which  establishes  the  ethics  of  a  trade 


on  a  par  with  those  of  any  profession. 

We  urge  you  to  show  what  retail  stores  can 
do  in  making  the  sale  of  Defense  Stamps  a 
great  and  quick  success! 

THE  PRESIDENT  ASKS  FOR  PRICE  CONTROL 

The  action  of  the  President  in  asking 
Congress  for  legislation  to  give  him 
authority  to  control  rents  and  prices 
cannot  be  said  to  be  unexpected.  When  I.eon 
Henderson  told  the  furniture  manufacturers 
not  to  increase  prices  further  without  consult¬ 
ing  him  and  some  of  them  came  out  the  next 
day  with  announcement  of  additional  price 
increases  it  was  a. foregone  conclusion  that 
Mr.  Henderson  had  no  choice  except  to  say 
“Excuse  me,  gentlemen”  or  immediately  con¬ 
solidate  his  position  by  making  sure  of  his 
authority. 

Government  price  control  of  business  is 
not— even  under  the  best  of  conditions— a 
pleasant  thing  to  contemplate.  Each  business 
enterprise  is  a  separate  and  distinct  entity  and 
the  individual  management  which  has  nur¬ 
tured  it  and  de\  eloped  it  is  better  fitted  to  con¬ 
tinue  its  operation  than  any  government  au¬ 
thority  can  be.  Government  agencies  are 
obliged  to  deal  with  problems  en  masse.  They 
cannot  make  allowance  for  hair-fine  distinc¬ 
tions  Avhich  exist  between  individual  concerns. 
Hence,  under  any  government  control  some 
concerns  may  flourish  while  others  die. 

For  a  long  time  we  have  seen  the  specter 
of  government  price  control  on  the  horizon 
and  we  have  tried  to  tell  you  what  we  have 
seen  and  have  warned  retailers  against  any 
action  which  might  precipitate  such  a  step. 
Indeed,  we  have  done  more.  For  more  than  a 
year  we  have  urged  all  retailers  so  to  conduct 
their  business  as  to  convince  government  that 
price  controls  are  unnecessary. 
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ET’S  ARGUE 


Thanks  to  the  splendid  support  which  mem¬ 
bers  have  given  the  Association  in  its  work 
on  prices  the  retail  trade  stands  pretty  well 
in  the  opinion  of  government  and  the  public. 
This  doubtless  will  prove  beneficial  in  the 
days  which  lie  ahead. 

The  President’s  statement  indicates  that  he 
wishes  to  proceed  with  the  control  of  prices 
by  the  method  of  fixing  ceilings.  The  details 
of  the  legislation  for  which  he  has  asked  are 
not  yet  revealed,  but  it  would  seem  as  though 
his  principal  thought  must  be  to  control 
wholesale  prices,  for  it  would  appear  to  be 
difficult,  if  not  impossible,  to  establish  ceilings 
on  retail  prices.  It  would  be  possible  to  freeze 
retail  prices  as  of  some  previous  or  current 
date,  either  at  the  actual  levels  of  such  date  or 
at  some  percentage  above  or  below.  This 
method  has  not  commonly  been  regarded  as 
a  ceiling,  in  the  sense  that  Mr.  Henderson  re¬ 
cently  has  used  it. 

It  is  obvious  that  a  ceiling  could  be  placed 
up)on  the  price  of  a  certain  textile  fabric  but 
when  that  fabric  came  to  be  made  up  into  gar¬ 
ments  it  could  be  made  up  in  so  many  differ¬ 
ent  ways,  utilizing  various  yardage  and  com¬ 
bined  with  such  a  variety  of  other  materials, 
and  containing  such  greatly  different  labor 
costs  that  the  original  ceiling  could  not  carry 
through.  Also  different  classes  of  stores  serve 
different  income  classes  and  operate  at  differ¬ 
ent  expense  ratios. 

On  the  other  hand,  there  is  no  good  reason 
for  believing  that,  if  it  is  necessary  to  have 
government  control  of  prices,  the  manufac¬ 
turer  and  wholesaler  would  be  controlled  and 
the  retailer  left  free. 

Everything  considered,  it  would  seem  rea¬ 
sonable  to  guess  that  what  the  President  rvants 
is  full  legislative  authority  to  establish  price 
controls  with  the  discretion  to  use  such  au¬ 
thority  as  the  circumstances  seem  to  require. 
The  fact  that  he  also  wants  the  power  to  buy 


I 


and  sell  in  order  to  stabilize  prices  in  itself 
would  seem  to  denote  that  he  wishes  a  large 
area  of  discretion. 

If  this  assumption  should  prove  accurate 
then  the  matter  of  voluntary  restraints  upon 
prices  by  business  itself  becomes  not  less  im¬ 
portant  but  vastly  more  so.  The  situation  then 
would  be  that  business  must  behave  itself  or 
else— and  the  “else”  would  be  more  ominous 
with  complete  legal  authority  behind  it. 

There  seems  some  likelihood  that  objec¬ 
tions  to  the  legislation  asked  by  the  President 
will  be  made  in  Congress.  Agricultural  prod¬ 
ucts  play  so  large  a  part  in  the  manufacture 
of  consumer  goods  that  congressmen  and  sena¬ 
tors  from  agricultural  sections  are  sure  to  hesi¬ 
tate  over  anything  which  may  affect  their 
farm  constituencies.  These  objections,  how¬ 
ever,  are  likely  to  be  met  with  compromises 
which  will  certainly  not  contribute  to  the 
effectiveness  of  the  measure. 

The  President’s  message  has  given  rise  to  a 
wide  conviction  that  any  attempt  to  control 
prices  without  at  the  same  time  controlling 
wages,  which  form  so  large  a  part  of  costs,  is 
futile.  If  farm  prices  and  wages  are  left  free 
of  control,  and  the  burden  of  taxation  on  busi¬ 
ness  is  constantly  to  increase,  it  seems  probable 
that  price  control  is  likely  to  prove  somewhat 
farcical.  Nevertheless,  given  authority,  the 
government  agencies  will  be  in  position  to 
make  things  very  uncomfortable  for  any  in¬ 
dustry  or  concern  which  does  not  show  a  strong 
disposition  to  cooperate. 

Retailers  would  be  well  advised  to  do  their 
best  to  continue  their  efforts  to  keep  prices 
within  such  reasonable  bounds  as  may  prove 
possible.  The  more  illogical  the  system  of  con¬ 
trol  may  prove,  the  more  certain  it  is  that  the 
time  will  come  when  there  must  be  a  goat. 
Even  at  the  cost  of  some  loss  of  profit  retailers 
will  be  smart  if  they  operate  so  that  they  do 
not  become  candidates  for  that  honor. 
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^  “What  fabrics  carry  the  BUR- MIL  trade- 
•  mark?” 


To  all  interested  retailers  who  have  asked  us  questions 
about  BUR-MIL  QUALITY  rayon  fabrics,  we  are  glad  to 
present  this  new  booklet— “A  Trade-Mark  is  Born.” 

It’s  complete.  It’s  helpful  and  informative.  It  answers 
every  question  we’ve  been  asked  about  BUR-MIL  fabrics. 
It  tells  you  exactly  how  BUR-MIL  QUALITY  fabrics  can 
help  your  lingerie  and  hlouse  business. 


^  “What  fabric  construction  and  finish  does  the 
•  B  U  R  -  \1 1 L  mark  promise  ?  ’  ’ 


was  the  BUR-MIL  mark  created? 


These  and  other  questions  are  answered  for  you 
in  this  attractive,  illustrated  booklet.  Send  for  it 
today!  Use  it  as  a  guide  to  better  buying. 


coupon 


THE  BURLINGTON  CORPORATION 
450  Seventh  Avenue,  New  'Vbrk,  N.  Y. 

Please  send  me  a  copy  of  your  new  booklet,  “A  Trade- 
Mark  is  Born.” 


Name. 


Address. 


BM-52A  7  X  10  ins.  P.  O.  5238 A  7-24-41  V  6559 
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NATIONAL  RETAIL  DEMONSTRATION— SEPTEMBER  15-20 


By  Lew  Hahn 

General  Manager,  N.  R.  D.  G.  A 


We  do  not  believe  The  Post  was  fooled,  be¬ 
cause  their  representative  specifically  said  he 
thought  the  idea  merited  a  great  deal  more  sup¬ 
port,  esj>ecially  from  large  city  stores,  than  it 
had  received.  However,  if  you  wish  to  assume 
that  experienced  specialists  in  publicity  could  be 
led  into  an  over-appraisal  of  the  Demonstration 
idea,  that  in  itself  is  probably  the  best  sort  of 
proof  of  the  validity  and  vitality  of  the  idea. 

Thus  far,  many  of  the  big  city  stores  have  not 
joined  hands  in  putting  over  the  Retail  Demon¬ 
stration  and  yet  in  those  places  where  it  has, 
in  previous  years,  been  taken  up  and  freely  used 
it  has  met  with  sufficient  success  to  cause  large 
publishing  concerns,  who  do  not  make  many 
mistakes  in  appraising  things  which  will  interest 
the  public,  to  wish  to  have  part  in  it. 

If  important  national  magazines  feel  this  way 
about  Retailers  for  Defense  there  can  be  no 
good  reason  for  any  retailer  deciding  to  withhold 


WHEN  a  representative  of  the  Saturday 
Eve.ntng  Post  walked  into  our  office  a 
month  or  so  ago  and  told  us  the  great 
publication  for  which  he  spoke  would  like  to 
cooperate  in  Retailers  for  Defense,  he  said 
something  which  every  retailer  should  have 
heard: 

“We  on  The  Post,”  he  said,  “see  tremendous 
dramatic  possibilities  in  this  National  Retail 
Demonstration— the  idea  of  retailers  all  over  the 
country  at  an  appointed  time  telling  their  story 
to  the  public— and  we  would  like  to  cooperate 
in  getting  it  across.” 

Was  the  Saturday  Evening  Post  mistaken? 
Had  the  previous  observances  of  the  National 
Retail  Demonstration  fooled  The  Post  folks  into 
believing  that  here  was  something  so  great  and 
full  of  dramatic  possibilities  that  they  could  not 
afford  to  overlook  it? 
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from  taking  part  in  the  observance 
of  this  great  event  which  will  be 
featured  throughout  the  nation 
the  week  of  September  15th. 

But  not  only  do  great  national 
magazines  realize  how  important 
Retailers  for  Defense  can  be. 
Only  a  few  days  ago  Meyer  Both 
Co.,  one  of  the  large  concerns 
v,^hich  serve  newspapers,  sent  a  bul¬ 
letin  with  explanations  of  the  idea, 
with  advertising  cuts  and  copy  and 
a  list  of  suggestions  to  the  4,000 
leading  newspapers  of  the  United 
States.  Other  such  services  are  do¬ 
ing  the  same  sort  of  thing. 

Your  public  is  going  to  see  a  lot 
about  Retailers  for  Defense  in 
the  newspapers  and  in  the  maga¬ 
zines  and  they  will  hear  a  lot  about 
it  over  the  radio. 

The  question  which  should  in¬ 
terest  you  is  whether  they  are  go¬ 
ing  to  connect  what  they  see  and 
hear  with  your  store,  and  'your 
shopping  community,  or  are  they 
going  to  think— “Of  course,  the 
stores  in  our  town  are  not  run  that 
way— all  our  stores  are  thinking 


about  is  how  much  profit  can  they 
make  and  how  much  can  they  in¬ 
crease  prices!” 

These  are  stirring  times.  The 
public  has  been  told  about  the 
huge  increases  in  taxes  which  will 
be  collected  next  year.  They  have 
been  told  that  the  cost  of  living  is 
rising  fast.  Also  they  have  seen 
their  sons  and  brothers  conscripted 
into  the  army.  They  know  this  is 
a  time  which  calls  for  sacrifice  and 
they  will  want  all  the  institutions 
of  their  daily  life  to  display  some 
consciousness  of  what  is  going  on. 

Here  and  there  some  dignified 
man  of  business  may  clear  his 
throat  and  ask  what  all  this  has  to 
do  with  running  a  store  or  a  fac¬ 
tory,  but  by  and  large  the  great 
run  of  business  men  are  smart 
enough  to  know  that  what  interests 
the  public  must  interest  them  if 
they  are  to  continue  to  enjoy  pub¬ 
lic  good  will.  You  may  write  it 
down  as  a  fact  that  six  months 
from  now  any  approach  to  Jovian 
aloofness  in  these  matters  will  be 
unthinkable.  Therefore  the  alert 


business  man  will  be  found  in  the 
lead,  not  at  the  tail  end  of  the 
procession. 


Retailers  for  Defense,  coming 
as  it  does  at  the  beginning  of  the 
fall  season,  will  put  the  retailer  out 
in  the  lead.  One  by  one,  each  im¬ 
portant  industry  will  be  doing 
much  the  same  as  we  now  are  urg¬ 
ing  retailers  to  do.  They  will  1^ 
coming  before  the  public,  making 
their  bow,  expressing  their  support 
for  National  Defense  and  display¬ 
ing  evidence  of  what  they  are  doing 
for  our  common  cause. 

Fortunately  the  plans  for  Re¬ 
tailers  FOR  Defense  will  give  the 
retail  trade  the  first  chance.  And, 
incidentally,  no  trade  needs  this 
sort  of  thing  quite  so  much  as  the 
retail  trade.  Production  industry 
can  show  the  public  samples,  or  at 
least  pictures,  of  the  tanks  and 
planes  and  other  defense  machines 
which  their  plants  have  been  turn¬ 
ing  out.  This  will  be  immediately 
convincing.  With  the  retailer  it 
will  be  more  difficult  and  hence 
ever  so  much  more  important. 

The  retailer  cannot  build  tanks 
and  planes  and  big  guns  but  he  has 
a  responsibility  which  is  no  less 
important.  He  must  provide  for 
the  civilian  population  and  he 
must  do  it  without  the  issuance  of 
priorities  in  his  favor  and  without 
in  any  way  encroaching  upon  the 
Defense  needs  of  the  government. 
If  the  retailer  fails  in  his  service 
to  the  public  the  morale  of  the 
public  will  not  be  worth  a  plugged 
nickel  and  neither  will  that  of  the 
armed  forces.  If  the  retailer  should 
make  the  mistake  of  seeing  in  the 
present  emergency  only  the  oppor¬ 
tunity  to  make  unusually  large 
profits;  if  he  should  forget  his 
obligation  to  keep  prices  within 
control;  if  through  his  acts,  or  his 
failure  to  act,  an  inflated  price 
level  should  make  the  cost  of  liv¬ 
ing  rise  unduly— that  would  be 
destructive  of  public  morale  and 
might  have  far-reaching  conse¬ 
quences  for  all  of  the  United 
States. 

But— you  may  object— the  public 
knows  the  retailer  will  be  on  the 
job  and  doing  his  job,  what  need 
is  there  to  tell  the  public  about  it? 
Do  you  ever  ask  any  of  your  store 
people  if  they  have  done  a  particu- 
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Help  for  British  Retail  Employees 


SOME  five  hundred  and  fifty  American  retail  merchants 
legated  in  every  State  in  the  Union  and  Hawaii  con¬ 
tributed  $18,000  to  the  Retail  Textile  War  Assistance  Fund 
sponsored  by  the  National  Retail  Dry  Goods  Association. 

The  funds  were  given  by  the  American  stores  on  the 
basis  of  10  cents  for  each  employee. 

In  the  accompanying  photograph.  Lew  Hahn,  General 
Manager  of  the  National  Retail  Dry  Goods  Association,  who 
directed  the  raising  of  the  fund,  is  presenting  a  check  for 
$18,000  to  Samuel  A.  Salvage,  Chairman  of  the  Board  of 
the  American  Viscose  Corporation  and  Honorary  Chairman 
of  the  British  War  Relief  Society. 


Retailers  Will  Be  First 
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lar  job;  ever  ask  them  how  they 
have  done  it?  You  might  say  that 
since  you  are  paying  your  people 
to  do  their  jobs  you  need  not  ask 
anv  questions  or  look  for  any  evi¬ 
dence  of  how  their  jobs  are  being 
done.  You  don’t  do  business  that 
wav.  You  want  to  know— and  your 
best  executives  make  sure  that  you 
do  know. 

It  is  just  the  same  with  your  pub¬ 
lic.  They  want  to  be  told  and  you 
should  want  to  tell  them  about  the 
job  you  are  doing  for  them.  They 
will  welcome  your  promise  to  pro¬ 
tect  their  interests  by  doing  all  you 
can  to  keep  prices  down  and  to 
supply  the  goods  they  require  as 
satisfactorily  as  the  conditions  will 
permit.  They  will  be  interested 
too  to  know  that  you  take  Na¬ 
tional  Defense  efforts  seriously  and 
that  your  store  is  an  institution 
which  can  be  depended  upon  to 
share  res{>onsibility  with  the  com¬ 
munity  and— at  every  turn— to  do 
all  possible  for  the  common  good. 

Assuming  that  you  have  not 
needed  convincing,  or  that  these 
statements  may  to  some  extent  suc¬ 
ceed  in  convincing  you  that  Re¬ 
tailers  FOR  Defense  provides  an 
opportunity  that  you  should  not 
miss— how  do  you  go  about  taking 
part  in  this  event? 

How  to  Get  Started 

First; 

Call  up  your  local  retail 
group  and  ask  to  have  a  meet¬ 
ing  called  to  discuss  participa¬ 
tion.  The  best  results  will  be 
had  through  community  co¬ 
operation.  Get  everybody  in. 
You  will  probably  find  that 
some  of  your  fellow  merchants 
will  have  many  reasons  why  it 
isn’t  a  good  idea  for  your 
town.  The  moment  you  en¬ 
counter  that  statement  you 
may  be  sure  that  your  town 
needs  it  more  than  many 
others.  Some  merchants  will 
say— what’s  the  use  of  all  this 
flag  waving?  Talk  to  that 
point.  Tell  them  this  is  the 
time  for  flag  waving.  Tell 
them  the  people  and  the  gov¬ 
ernment  want  it.  It  is  the  flag 
waving  that  stirs  the  emotion 
of  patriotism  and  makes  peo¬ 
ple  ready  to  make  sacrifices. 
There  is  going  to  be  a  lot  of 


flag  waving  and  your  public 
is  going  to  like  it.  Give  the 
people  what  they  want. 

Second: 

See  that  a  gcxtd  working 
chairman  is  appointed  to  head 
a  committee  to  plan  and  carry 
out  your  observance  of  Retail¬ 
ers  FOR  Defense.  Don’t  be 
backward  about  taking  the  job 
yourself.  It  is  going  to  be 
worth  doing. 

Third: 

Spread  the  idea  through 
newspaper  stories  and  try  to 
enlist  every  retail  store  in  your 
community.  Don’t  draw  any 
class  lines.  This  is  something 
for  every  retailer. 


Fourth: 

Make  a  modest  assessment, 
or  ask  for  small  contributions, 
upon  every  store  in  town  to 
defray  necessary  expense. 

Fifth: 

Talk  to  your  new’spaper  edi¬ 
tors  and  tell  them  what  you 
are  planning  and  ask  for  their 
cooperation.  They  will  be  ex¬ 
pecting  it  because  many  of 
them  are  fully  posted  and  en¬ 
thusiastic. 

Sixth: 

Hold  meetings  within  the 
store  and  sell  every  employee 
on  the  need  of  everything  con¬ 
nected  with  the  business  be- 
(Continued  on  page  60) 


The  Treasury  Welcomes  Retail  Aid  in 
Selling  Defense  Stamps 
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DONALD  M.  NELSON 


A  Call  to  Public  Duty 


By  Donald  M.  Nelson 

Honorary  Chairman  of  Retailers  for  Defense  Week, 
Director  of  Purchases,  Office  of  Production  Management 


I  HAVE  ACCEPTED  the  honorary  chairmanship  of  the  National  Retail  Demonstra¬ 
tion  which  is  to  be  observed  by  retailers  all  over  the  country  during  the  week  of  Sep¬ 
tember  15  because  I  regard  it  as  a  call  to  public  duty.  The  National  Retail  Demon¬ 
stration  this  year  has  for  its  theme  the  thought  provoking  slogan,  Retailers  for  Defense. 

This,  it  seems  to  me,  should  be  the  rallying  cry  of  retail  merchants  springing  to  give 
practical  and  useful  cooperation  to  the  Government  at  a  time  of  great  national  emergency. 
The  retail  trade  of  the  United  States  has  set  a  splendid  example  to  all  business  by  its 
efforts  to  prevent  unjustifiable  price  advances.  In  this  they  have  served  their  public  and  the 
nation.  It  seems  to  me  that  National  Retail  Demonstration  this  year  should  have  peculiar 
significance  to  every  retailer  and  to  the  public,  and  I  suggest  that  retailers  everywhere, 
regardless  of  the  lines  of  merchandise  in  which  they  deal,  line  up  in  a  demonstration  of 
patriotic  service. 

Retailers  for  Defense,  at  a  time  when  National  Defense  is  our  most  vital  problem, 
offers  a  splendid  opportunity  to  use  the  great  influence  of  the  retail  trades  in  support 
of  a  unified  national  effort. 


For  Middle  Atlantic  States 


WILLIAM  H.  HAGER 

Hager  &  Bro.,  Inc.,  Lancaster,  Pa. 


These  Men  Are  Serving  as  Regional  Cl 


For  the  South 


J.  P.  ALLEN 

J.  P.  Allen  &  Co.,  Atlanta,  Ga. 


For  New  England 


Edward'  n.  allen 

Saga-Alien  &  Co.,  Hartford,  Conn. 
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BENJAMIN  H.  NAMM 


The  Time  Is  NOW! 

By  Benjamin  H.  Namm 

National  Chairman  of  Retailers  for  Defense  Week, 
President,  The  Namm  Store,  Brooklyn,  N.  Y. 


The  American  retailer,  like 
many  another  industrial,  has 
long  been  preoccupied  with 
the  selling  of  merchandise— so  occu¬ 
pied  in  fact,  that  he  has  seldom 
found  time  or  words  to  sell  to  the 
public  his  function  in  the  social 
community— his  place  in  the  gen¬ 
eral  scheme  of  things. 

This  may  stand  as  a  tribute  to 
the  retailer’s  native  modesty  but  it 
is  also  a  reflection  on  his  farsighted¬ 
ness.  For  he  must  realize  that,  in 
the  long  run,  his  industry  will  sur¬ 
vive  and  prosper  to  exactly  the  ex¬ 
tent  to  which  it  commands  public 
confidence. 


Public  confidence,  and  that  alone, 
is  the  long-term  insurance  of  any 
industry.  This  must  be  based  on 
widespread  understanding  and 
public  conviction  that  the  mer¬ 
chant  is  quite  as  essential  to  human 
welfare  as  the  lawyer,  the  banker, 
the  engineer  and  the  manufacturer, 
etc 

Fortunately,  the  retail  industry 
is  well  equipjjed  to  become  vocal. 
The  individual  retailer,  in  the 
regular  pursuit  of  his  trade,  is  the 
most  accustomed  (of  any  American 
industry)  to  sp>eak  p>oint-blank  to 
the  public.  And  his  industry  is 
that  which  comes  most  often  and 


most  intimately  in  contact  with 
consumers.  He  advertises  daily  and, 
what  is  more,  he  is  believed. 

The  retailer’s  neglect  to  conduct 
in  the  past  a  program  of  simple 
education  as  to  his  place  in  the 
scheme  of  things  is  largely  due,  I 
believe,  to  the  fact  that  until  re¬ 
cently  no  single  plan  had  been  pre¬ 
sented,  one  that  might  easily  and 
effectively  be  voiced  by  all  retailers 
at  one  time. 

Three  years  ago,  in  1938,  the 
NRDGA  conceived  the  idea  of 
holding  a  National  Retail  Demon¬ 
stration  Week.  From  that  Demon¬ 
stration  came  a  theme.  That  theme, 


bie  1941  Retail  Demonstration 


For  the  Middle  West 


For  the  Far  West 


H.  KENNETH  TAYLOR 

John  Taylor  Co.,  Kansas  City,  Mo. 


HENRY  C.  NELSON 

J.  W.  Robinson  Co.,  Los  Angolas 


September  15th  to  20th  is  the 
date  of  Retailers  for  Defense 
but  the  time  to  start  planning  is 
now\  Get  in  touch  promptly 
with  your  local  retail  trade  asso¬ 
ciation,  your  chamber  of  com¬ 
merce  or  advertising  club.  Try 
to  make  this  a  community  effort 
but,  if  that  cannot  be  done,  then 
let  each  store  proceed  promptly 
“on  its  own”  and  demonstrate, 
in  no  uncertain  way,  the  sincere 
and  militant  effort  back  of  this 
campaign. 
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“Purchasing  Agent  for  the  Public” 
furnished  the  nucleus  of  a  pro¬ 
gram.  It  served  that  purpose  dur¬ 
ing  the  National  Retail  Demonstra¬ 
tion  of  1939.  It  did  likewise  in 
1940. 

Our  1941  National  Retail  Dem¬ 
onstration  will  be  held  during  the 
week  of  September  15th  to  the 
20th.  It  will,  as  heretofore,  be  dif¬ 
ferent  from  that  of  other  trade 
“weeks”  in  that  it  will  not  consti¬ 
tute  a  sales-campaign.  It  will,  on 
the  contrary,  represent  a  collective, 
“good-will”  effort,  one  that  must, 
I  believe,  bring  about  a  better 
understanding  between  retailers, 
government  agencies  and  consum¬ 
ers. 

The  theme  for  our  1941  Na¬ 
tional  Retail  Demonstration  will 


be  Retailers  for  Defense  and 
here’s  the  reason  why:— 

Retailers  are  forced  to  the  reali¬ 
zation  that  we  may  no  longer  look 
upon  our  business  or  any  other 
business  except  against  the  grim 
background  of  the  \Vorld  ^V’ar. 
This  country  is,  fortunately,  still  at 
peace  but  our  government  has 
wisely  embarked  upon  a  great  ef¬ 
fort  to  prepare  the  nation  to  ade¬ 
quately  defend  itself. 

Our  Government  can  lead  the 
way  to  adequate  preparedness.  It 
can  tax,  it  can  plan  and  it  can 
legislate.  But  the  real  success  of 
the  whole  preparedness  program 
must  be  measured  by  the  extent  to 
which  the  men  and  women  of  our 
country  respond,  work  and  sacri¬ 
fice  if  need  be— in  support  of  the 
country’s  program.  American  busi¬ 


ness,  in  every  emergency  with 
which  the  nation  has  been  con¬ 
fronted,  has  always  demonstrated 
its  complete  willingness  to  sub¬ 
ordinate  its  own  interests  for  the 
national  good.  Retailers  have  al¬ 
ways  cooperated  most  freely  and 
their  support  has  proved  of  the  ut¬ 
most  value.  This  time,  as  in  the 
past,  they  will  be  found  ready, 
eager  and  effective. 

A  great  number  of  merchants 
throughout  the  country  have  asked 
us  this  question:— “In  what  special 
way  can  we,  of  the  retail  craft,  be 
of  service  at  this  time  to  our  coun¬ 
try?”  An  answer  to  that  question 
may  be  found  in  the  program  that 
has  been  prepared  for  1941. 

Here  is  the  minimum  part  that 
retailers  must  play  in  the  national 
defense  program:— 


★  ★  ★  The  RetaUer’s  Pledge  ^ 

1.  To  practice  and  to  preach  the  d(x:trine  of  “Our  Country  First  and  Foremost”. 

2.  To  act  as  “Purchasing  Agent  for  the  Public”  and,  in  that  connection: 

3.  To  prevent,  as  far  as  possible,  all  unwarranted  increases  in  the  price  of  merchandise, 
both  wholesale  and  retail. 

4.  To  eliminate  any  and  all  unfair  trade  practices,  which  may  injure  the  public. 

5.  To  maintain  retail  employment  at  the  highest  possible  level,  consistent  with  Nation¬ 
al  Defense. 

6.  To  give  every  possible  encouragement  to  employees  who  wish  to  serve  their  country. 

7.  To  disseminate  to  consumers  such  defense  literature  and  information  as  the  govern¬ 
ment  may  desire  to  have  distributed. 

8.  To  support  manufacturers  in  their  efforts  to  informatively  label  merchandise. 

9.  To  eliminate  all  “scare”  advertising,  particularly  that  which  says  or  implies  “Buy  now 
because  prices  are  rising”. 

10.  To  keep  consumers  informed  as  to  causes  of  price  increases,  likewise  such  changes  in 
quality  as  are  made  to  avoid  an  increase  in  price. 

11.  To  aid  in  the  development  and  distribution  of  substitutes  for  such  materials  as  are 
urgently  needed  for  national  defense. 

12.  To  develop  simplification  of  merchandise  types  so  as  to  eliminate  waste  and  thus  free 
labor  and  materials  for  national  defense. 

13.  To  help  the  U.  S.  Treasury  sell  Defense  Bonds  and  Defense  Stamps. 

14.  Last  but  not  least,  to  help  unify  the  people  of  our  country  through  our  advertising, 
display  and  consumer  appeal— in  support  of  our  defense  program. 


★  ★  ★ 


In  taking  that  role  in  our  na¬ 
tional  defense  program,  I  see  no 
reason  why  we  retailers  should  not 
tell  the  public  all  about  it— and 
every  reason  why  we  should  do  so. 
We  must  all  remember  that,  in 


these  days  of  vicious  propaganda 
and  subversive  influences,  it  is  not 
enough  to  merely  serve  the  public. 
We  men  of  business  must  also  in¬ 
form  the  public.  We  must  tell 
them  what  we  are  doing  and  why. 


No  longer  can  we  afford  to  take 
for  granted  our  system  of  repre¬ 
sentative  government,  of  private 
enterprise  and  of.  civil  liberty.  On 
the  contrary,  we  must  be  militant 
m  defending  these  systems. 
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There  is  no  detailed,  stereo¬ 
typed  plan  for  merchants  to 
follow  during  Retailers  for 
Defense  Week.  .All  that  we  at¬ 
tempt  to  do  is  to  provide  a  gen¬ 
eral,  over-all  plan  with  a  central 
theme,  posters,  contests,  etc.  Be¬ 
yond  this,  it  is  up  to  every  retail¬ 
er  and  every  community  to  do  the 
kind  of  job  that  they  think  best- 
all  in  their  own  individual,  .Ameri¬ 
can  Way. 

Press— Movies— Radio 
We  expect  to  have  ready  for  Na¬ 
tional  Retail  Demonstration  a 
short  sound  movie,  provided  by 
Life  Magazine,  that  will  depict 
the  retailer’s  role  in  the' national 
defense  program.  This  film  will  be 
available  for  showing  by  local  com¬ 
munities  upon  request  and  with¬ 
out  charge.  It  will  be  particularly 
suitable  for  retail  association  meet¬ 
ings,  Chambers  of  Commerce,  con¬ 
sumer  groups,  employee  groups, 
etc.  We  also  expect  to  have  fea¬ 
ture  articles  in  various  magazines 
including  an  important  announce¬ 
ment  in  the  Saturday  Evening 
Post,  which  is  reproduced  else¬ 
where  in  these  pages. 

Your  Ads  and  Displays 

Several  posters  are  in  the  course 
of  preparation  and  they  will  be 
available,  at  a  nominal  charge, 
upon  request.  Leading  newspapers 
throughout  the  country  are  plan¬ 
ning  to  publicize  the  Demonstra¬ 
tion  extensively.  Some  will  carry 
a  full-page  “Salute  to  Retailing”. 
Others  will  get  out  special  retail 
supplements  for  that  w'eek.  Vari¬ 
ous  suggestions  along  these  lines 
have  already  been  prepared  by 
the  Meyer-Both  Company  and 
Metro  Associated  Services. 

We  expiect  to  have  a  letter 
heralding  Retailers  for  Defense 
from  the  President  of  the  United 
States.  LcKal  Chairmen  are  urged 
to  obtain  “proclamations”  from 
the  Governors  of  their  respective 
states,  likewise  from  the  Mayors  of 
our  various  cities. 

We  are  arranging  for  a  nation¬ 
wide  broadcast  to  take  place  early 
that  week,  but  we  also  urge  all  re¬ 
tailers  to  arrange  for  special  broad¬ 
casts  in  their  IcKal  communities 
throughout  that  week.  Radio 
scripts  will  be  available  upon  re¬ 
quest. 

Some  reference  to  Retailers  for 


hREU  LAZARUS.  JR. 

of  The  F.  &  R.  Lazarus  &  Co.,  Colum¬ 
bus,  Ohio,  and  Chairman  of  fhe  Re¬ 
tailers'  Advisory  Committee,  will 
preside  at  the  RETAILERS  FOR 
DEFENSE  dinner  in  Washington, 
September  15th. 

Defense  should  be  made  in  every 
advertisement  carried  by  the  vari¬ 
ous  stores  during  that  week— either 
in  the  “ear”  of  the  advertisement 
or  at  the  top  or  bottom  of  the 
advertisement. 

It  is  hoped  that  every  store  will 
carry  at  least  one  institutional  ad¬ 
vertisement  during  Retailers  for 
Defense  Week,  illustrating  the 
part  that  retailing  in  general,  or 
that  store  in  particular,  is  playing 
in  the  national  defense  program. 
Lew  Hahn  has  prepared  copy  and 
the  Saturday  Evening  Post  is  mak¬ 
ing  available  through  the  NRDGA 
mats  of  suggested  ads  illustrated 
elsewhere  in  this  issue  of  The 
Bulletin.  Other  suggestions  and 
help  available  from  NRDGA! 

It  is  hoped  that  all  retailers  will 
also  arrange  window  displays  along 
the  above  mentioned  lines.  Local 
defense  authorities  will,  without 
doubt,  be  glad  to  coojjerate  with 
the  loan  of  display  material. 


Make  Your  Reservations  Now 
for  the 

DEFENSE  DINNER 

Sapfambar  15— Hofal  Mayflowar 
Washington,  D.  C. 

Tickafs — $5.00  Tablassaaf  10 

Wrifa  to  N.  R.  D.  G.  A. 

101  Wait  3ltt  St.  Naw  York 


It  is  hoped  that  stores  will  deco¬ 
rate  their  main  floors,  if  not  the 
entire  store,  with  a  number  of 
.American  flags  and  red,  white  and 
blue  combinations. 

It  is  suggested  that  stores  hold 
“op>en-house”  gatherings  to  which 
customers,  vendors  and  various 
civic  and  communal  groups  will  be 
invited. 

“Mrs.  Typical  Customer” 

As  heretofore,  each  community 
participating  in  National  Retail 
Demonstration  will  be  asked  to 
nominate  a  local  “Mrs.  Typical 
Customer”.  From  the  list  of  candi¬ 
dates  submitted,  there  will  be 
selected  a  national  “Mrs.  Typical 
Customer”,  who  will  be  presented 
at  the  Annual  Convention  of  the 
National  Retail  Dry  Goods  Asso¬ 
ciation  in  New  York  City  next 
January.  In  selecting  the  winners, 
particular  attention  will  be  paid 
to  the  contribution  made  by  her 
in  time  and  effort  to  national  de¬ 
fense. 

In  addition  to  the  award  to 
“Mrs.  Typical  Customer”,  prizes 
will  be  given  for  the  best  communi¬ 
ty  efforts,  the  best  institutional  ad¬ 
vertisements,  the  best  window  dis¬ 
plays,  etc. 

Opening  Dinner  in  Washington 
The  opening  note  of  Retailers 
FOR  Defense  will  be  fired  at  a 
dinner  to  take  place  in  Washing¬ 
ton  on  Monday  evening,  Septem¬ 
ber  15th.  Retailers  from  every 
state  in  the  union  are  expected  to 
attend  and  high-ranking  govern¬ 
ment  officials  will  also  be  present. 
Our  guest  of  honor  will  be  the 
Honorary  Chairman  of  the  Demon¬ 
stration,  Donald  M.  Nelson.  Fred 
Lazarus,  Jr.,  of  The  F.  8c .  R. 
Lazarus  8c  Co.,  Columbus,  Ohio, 
and  Chairman  of  the  Retailers’ 
Advisory  Committee,  will  preside 
at  the  dinner. 

Regional  Chairmen 

As  Regional  Chairmen  to  co¬ 
ordinate  Retailers  for  Defense 
activities  in  their  respective  terri¬ 
tories,  the  following  NRDGA 
members  have  been  designated  and 
have  consented  to  serve: 

Edward  N.  Allen  of  Sage-Alien 
8c  Co.,  Hartford,  Conn.,  for  Zone 
1:  Maine,  New  Hampshire,  Ver¬ 
mont,  Massachusetts,  Rhode  Island 
and  Connecticut. 

(Continued  on  page  65) 
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NATIONAL  RnAll  DEMONSTRA’ 


14  WAYS  YO 

ARE  pledge: 


THE  AMERICAN  RETAILER¬ 
PURCHASING  AGENT  FOR  THE  PUBLIC 
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r  p  DEFENSE 
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^  ihtir  dail.i  contart  «itb  nw.  they 
,g  W  ^  *0  dwtributr  aurh  informalion  M 
At  Ammiw"*  dwirrii.  TVy  »tB  cvnuntt 
■atni*!*-  And  thry  Hill  do  tlMv  part 
tnqdoy  mriil  and  keep pricni  down. 
1V<t  «r  not  idir  nerds.  RrpmFntatirra  ' 
dawn  tow  *•••'  “  I'nion  hare  ; 
pi  Arw  aputinrs  to  a  |>atriotic,  imrpoiwful  | 
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TV  prapram  fc*  "Retailers  for  lVlen(ie‘’| 
^AiwiHt  inpirtaiil  in  the  history  of  retailing. ' 
|l  •  aa  nample  of  the  Ameriean  spirit  at  j 


This  is  the  spread  that  will  appear  in  the 
Saturday  Evening  Post  of  September  13  th 
— a  national  send-off  for  Retailers  for 
Defense  Week,  and  evidence  of  a  great 
magazine’s  belief  in  the  importance  of 
this  1941  Retail  Demonstration 
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Dear  Mr.  Hahn: 

The  Saturday  Evening  Post 
considers  it  a  privilege  to  be 
able  to  participate  in  1941 
National  Retail  Demonstration 
Week. 

As  a  speaker  at  the  semi-annual 
convention  of  the  N.R.D.G.A.  in 
Chicago  this  June,  I  had  the  privi¬ 
lege  of  hearing  of  tlie  scope  of  your 
program,  “Retailers  for  Defense”, 
from  you  and  your  associates. 

The  fourteen  points  of  coopera¬ 
tion  in  national  defense,  as  adopted 


by  that  Convention,  are  real  evi¬ 
dence  of  the  leadership  of  the  re¬ 
tailers  in  making  tangible  contri¬ 
butions  to  the  National  Defense 
Program. 

The  fact  that  Donald  P.  Nelson, 
Director  of  Purchasing  for  OPM, 
has  accepted  the  Honorary  Chair¬ 
manship  of  your  campaign  indi¬ 
cates  its  significance  to  this  coun¬ 
try.  We  are  proud  to  make  his 
message  available  to  Post  readers. 

The  Saturday  Evening  Post  be¬ 
lieves  that  these  points,  as  a  pledge 
of  retailers’  cooperation,  represent 
a  message  of  importance  to  the  pub¬ 
lic.  We  will  publish  this  message 
to  our  millions  of  regular  readers 
because  we  believe  it  to  be  impor¬ 
tant  to  their  families.  This  double¬ 
spread  message  in  two  colors  will 
appiear  in  the  issue  of  September 
13,  which  reaches  the  newsstands 
and  the  subscribers  on  VV^ednesday, 
September  10,  in  advance  of  the 
official  opening  of  “Retailers  for 
Defense.” 

Reprints  and  blow-ups  of  this 
ad  will  be  available  without  charge 
to  all  stores  wishing  to  use  them. 
In  addition,  the  Post  is  happy  to 
be  able  to  supply  several  advertise¬ 
ments  with  specially  prepared  mes¬ 
sages  for  the  celebration  of  this  im¬ 
portant  event.  They  were  devel¬ 
oped  from  ideas  suggested  by  you, 
and  thus  tell  the  story  of  the  re¬ 
tailer’s  approach  to  National  De¬ 


fense  fairly  and  squarely.  Mats  of 
these  ads  will  be  available  to  stores 
if  they  order  them  through  your 
organization. 

We  are  also  happy  to  be  able  to 
announce  to  our  readers  the  fact 
that  “Mrs.  Typical  Customer”  for 
1942  will  be  selected  by  retailers  in 
many  communities.  Since  the  win¬ 
ners  in  many  cities  will  be  judged 
by  their  contributions  to  Defense, 
your  program  will  be  carrying  an 
important  story  to  that  important 
person— the  American  consumer. 

In  closing  this  letter,  I  should 
like  to  pmint  out  that  this  coopera¬ 
tion  upon  our  part  with  the  retail¬ 
ers  of  America  will  cost  us  close  to 
520,000.  I  mention  this  amount  as 
a  further  evidence  of  our  sincere 
faith  in  your  effort  because  with 
the  narrowing  profits  of  present 
day  operations,  such  expenditures 
are  much  harder  to  come  by  than 
formerly. 

May  I  take  this  opportunity  to 
express  to  you  the  appreciation  of 
our  organization  for  the  manner 
in  which  you  have  encouraged  and 
inspired  this  program  of  participa¬ 
tion  by  The  Saturday  Evening 
Post. 

Very  truly  yours. 

The  Curtis  Publishing  Company 
W.  D.  FULLER 
President 


AN  ARMY  IS 
THE  CLENCHED  nST 
OF  THE  PEOPLE! 


^  Th*  tore—  of  ft  gr— t  d»moc« 

rftoy  rftftUy  ftr*  notKing  mora  thftn  th* 
elanchftd  fist  of  thft  poeplft.  BaKixxd  thftt 
cUnchod  fist  aro  ftU  tho  ganiuo,  tho 
lo^ftlty  and  tho  induatir  of  tho  pooplo. 

If  tho  pooplo  and  tho  indufttrioo  of  tho 
nation  ara  not  dodieatod  aa  aolomnly 
aa  tho  armod  foaoaa  to  tho  purpoaaa  of 
tho  nation,  than  tho  armod  forcao  will 
lack  tho  atamina  and  tha  ainglanoas 
of  puipooo  which  ara  ao  noeaaaary  in 
timoa  Uka  thoaa. 

In  thia  domocratlo  nation  tho  righta 
and  tho  froodam  of  tho  individual  havo 
boon  dovolopod  aa  nowhoro  also  on 
oarth.  Now.  in  tho  hour  of  danger,  it 
ia  vital  that  our  fraodom^loving  poopla 
should  stand  aa  ona  In  tho  support  of 
national  dofonao. 


Rotailora.  thia  waak.  ara  damonatra* 
ting  thoir  dovotion  to  tha  national 
cauao  of  Dafanao  but  storaa  ara  largo 
mirrota  whi^  roflact  tha  great  public 
they  aorva.  Tharafcra.  whan  wo  say 
"Rotailora  ter  Dofoswo"  ara  really  ara 
saying  tho  euatemosa  of  this  atoro  aro 
strong  in  aun^Ht  of  tho  Oovammont 
in  its  so  important  dafanao  praparo* 
tlMis. 

Wo  wpnt  you  to  know  that  this  store 
la  doing  its  part  in  all  piwsibls  ways  to 
back  National  Dafonaa.  Lot  us  all  do 
our  boat  to  ollminato  wasta.  to  con* 
servo  Labor  and  xnatorials  for  tho  na* 
tion'a  uao  ahd  buy  Dafanao  Stamps  to 
help  pay  tho  balls. 

Retailors  for  Oafonaof 


YOUR  STORE  NAME  HERE 


TOUR  STORE  NAME  HERE 


These  Ads  Are 


Yours  to  Use 


OPY  by  Lew  Hahn;  layouts  by  Batten,  Barton, 
Durstine  &  Osborne;  contributed  for  your 
use  by  The  Saturday  Evening  Post.  Mats  may  be 
obtained  by  writing  to  the  N.R.D.G.A.  One  ad 
to  a  store.  Any  one  ad  will  be  supplied  to  only 
one  store  in  a  town  so  that  there  will  be  no 
duplication.  When  ordering,  indicate  first  choice 
and  second  choice  and  please  order  by  the  key 
letters  shown. 
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Hvtailm  f  or  By  Tfc#*  Puhiwi 
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Buy  Defense 
Stamps  an  dBonds 

like  elt  »th«r  KtMid  Mum  we  kuve  earektlly  refreiMd 
from  MM'  form  uf  urfifi|(  our  puMte  lo  '*flu)r  Sow.'* 

However,  we  |(I«IK  break  that  rule  to  eay—" Buy  Defcnae 
Stampt  end  Homfo  Now,.*' 

Tke  bu|te  preparatioav  wkicb  our  Hovemmeat  ie  makifi^ 
to  protidr  tH  wttb  Mtetpiaie  Nstioaal  llrfenac  caH  for  |reat  ' 

•um»  of  money  with  whicb  to  pay  fi>r  «ome  of  theee  tbinge. 

t  ulcftv  we  aN  heetl  the  call  and  rally  round  with  chccrkil 
eaiterMev*  to  do  our  bit  h)-  buyintl  l>eftn«e  Stampa  and  Honda, 
the  needed  funds  wUt  not  be  ai  Ike  dmemment'a  diapoaal. 

In  this  week,  when  retail  stores  throughout  the  nation  are 
fratarinK  ''Retailers  for  Defense.**  we  targe  yon  to  join  wtdi 
us  in  this  relcbraiion  and  to  start-^if  you  base  not  already 
done  so<~a  program  of  buying  Stamps  and  Bonds. 

A  few  cents,  or  a  few  dollars,  according  to  yoiar  me  ana, 
invested  in  Stamps  and  Bonds  will  help  the  (fovammoot  oad 
provide  a  nice  form  of  security  for  ynir  folure.  Mso  they 
pay  a  good  rate  of  inierrsi. 

Bood**ldw»ira»awrlaca<a<ofaa  aupfogliidlobofodadoueo** 

...la  Tbo  Soturdop  Svowfog  ^ort  iMo  wood 

YOUR  STORE  NAME  HERE 

Retailers  for  Defense!” Rny  Defense  Stamps  and  BondsSSS^ 


way  to 
help . . . 


^  Frnny- pinching  self-denial  orver  hat 
been  an  outstanding  cbar^ctcrisCK  in  the 
Nvia  of  Americans.  What  we  have  wanted 
wr  have  ntanugrd  to  get  and  in  the  getting 
««  have  opened  cuuntlrsa  doors  of  oppnr- 
ttmity  and  made  thr  Amrrictin  standard  of 
life  the  envy  of  thr  entire  arorM 

Ttalay.  however,  our  priranpul  intctral 
must  he  National  Dt  (mse  That  means  we 
must  he  prefKirrd  tu  deftnd  oursrivrs  against 
natuww  whose  people's  lives  have  hern  one  ron 
tinuoisH  nightnvire  of  seif  denial 

In  order  to  give  the  nght  -of  way  tr>  N^itionwl 
Defence  we  must  he  perpaml  to  sarriAce  mme- 
thing  of  the  smict  which  we  iwjmun>  have 
eMwetc^l  In  thrit  any  we  c.>*n  ronwTve  the  uve 
of  matauls-  machine  rapacity  and  labor. 

In  this  vpirit  we  vugge-u  thMt  ciemirntrs  may 
help  by  the  simple  exprdtent  of  huyinif  cam- 
fulhr  mnd  then  kavpinf  whdtt  rAer  buy* 
Every  purchMW  made  carrlesvly  and  then  rr 
tumeil  fot  cmht  is  a  w.Mtcful  tramactwm.  It 
increases  the  nut  of  retail  distributton  need- 
iessly  It  rt'quires  thr  use  oflahur  wlikh  tn  these 


times  should  be  cmpkiy'ed  nmrt:  ptrahK'tively 

Orxvl  retail  storm  want  thru  customers  com- 
pir^ety  sutisAed  Wherv  merrbandisr  proves  to 
he  imperfect  or  of  the  wrrjtig  star,  a  return  is 
mstihable  but  the  great  maiority  of  returns  om 
he  prevented  if  you  artU  select  yvnir  tncrehiindise 
carefully  aod  then  resolve  to  keep  it. 

We  .ssk  your  couperation  to  reduce  this  form 
of  wastehji  effort 


YOUR  STORE  NAME  HERE  ! 

I 

■fTAIlfSS  FOI  OtriNSlI  if  »ur  DlflNSl  BONDS  AND  STAMPS!  | 

I - r - rrTJ 


^ ik  ii' 

They  Signed  for  Us! 


One  day  last  IKtoher.  17  million 
ytmng  men  went  to  rhe  appointed 
registntiirn  ^4acrs  and  put  down  their 
name«  n>  await  the  call  «<l  the  giocm- 
mmr  as  ptUrniul  drfrndris  of  thr 


j  Mi.  ,  ,  M  t  t  A  s  a»  elhvirntK  and  ertawankalK  a*  pin- 

M  wmy%  ymr  kcal  3frn  mrt  pMted  f  Mp  the\.v.,wra. 

The  Sattirddtp  Hvtmimg  Post  this  wtrk  tinn  «4'  sou.  «Nir  iintomrr> 


YOUR  STORE  NAME  HERE 

WTAscM  nm  otrtnMt-mur  otnntg  monos  ano  stamps 


WHAT  DONALD  M.  NELSON 
SAYS  ABOUT  RETAILERS 
IN  THE  SATURDAY  EVENING 
POST  THIS  WEEK... 


iMMul  Retail  DemoPKration  Week,  sayS:  *"Rctail 


the  rallyiog  cry  off  retail 


I  Drirnw  IS  HO  in<»rr  tlinr  uhhga 
:han  it  i«  >nur>  .ind  mits.  ff'itr  that 
n  wr  my  thow  yimni;  men  signed 
v  Us  as  well  as  tor  tItrmwKc*. 


reran  trade  of  the  U.  S.  has  act  a  aplcodid  caampk 


preveiu  unfuati* 


s  evisis  fo  suppis  till*  v«>mmMniti 


with  thr  things  whwh  .irr  nented  t> 
makclUV  (wissihleand  inirrcstinc.  In  |wr 
foimim*  this  srrvii'e  wr  arc  decidv  omi 


YOUR  STORE 
NAME  HERE 


^ntJAILUtS  PON  OSPPNSt  *.*_  M/T  DtPtNSt  STAMnS  AMD  D0MD9. 


U.  S.  O. — ^The  Army  Behind  the  Army 


Should  have  the  help  of  Retailers  for  Defense 

By  Don  Ross 

News  Editor,  United  Service  Organizations 


AMERICA’S  retailers  are  go¬ 
ing  “all-out”  for  defense. 
All  through  the  trying  days 
during  which  the  nation  has  been 
building  its  military  strength  and 
reinforcing  its  protective  walls,  the 
men  who  serve  the  public  in  shop 
and  stores  have  been  doing  their 
bit.  That  their  efforts  will  be  re¬ 
doubled  during  the  Retailers  for 
Defense  observance,  September  15 
to  20,  is  a  foregone  conclusion. 

What  the  merchants  of  the  coun¬ 
try  have  done  and  will  do  is  well 
illustrated  by  their  activities  on  be¬ 
half  of  the  United  Service  Organ¬ 
izations  for  National  Defense,  the 
“army  behind  the  army.”  Perhaps 
in  no  other  field  has  cooperation 
and  support  for  this  morale-build¬ 
ing  agency  been  so  enthusiastic  and 
complete. 

U.  S.  O.  consists  of  six  outstand¬ 
ing  service  organizations  —  the 
Y.  M.  C.  A.,  the  National  Catholic 
Community  Service,  the  Salvation 
Army,  the  Y.  W.  C.  A.,  the  Jewish 
Welfare  Board  and  the  Nation¬ 
al  Travelers’  Aid  Association. 
Through  more  than  360  service 
clubs  to  be  established  near  army 
and  navy  camps  and  defense  indus- 


Archit«cf't  sketch,  showing  type  of  building  which  will  house  U.S.O.  clubs.  Built  by  the  Government,  the  build' 
in^^yill  be  leased  to  U.S.O.  for  a  nominal  sum. 
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Irectors  and 


WalHr  Moving,  Chairman  of  fhe  Board  of  Di 
Hirpar  Sibity.  Presidenf  of  the  U.S.O. 


fellows  our  daughters  keep  com¬ 
pany  with.  They’re  training  to  de¬ 
fend  us,  and  to  do  it  they’ve  given 
up  their  jobs,  their  familiar  home 
surroundings  and  the  pleasant 
civilian  contacts  of  their  normal 
life. 

U.  S.  O.  clubs  w'ill  give  them  a 
place  to  go— a  place  where  they 
can  relax  in  pleasant,  comfortable 
surroundings,  where  they  can  read, 
write  letters,  play  games,  be  enter¬ 
tained  and  meet  their  families  and 
friends.  Dances  will  give  them  a 
chance  to  meet  nice  girls,  and 
plays  and  other  amusements  will 
help  them  find  enjoyment. 

Even  in  areas  where  the  men 
have  access  to  more  populous  com¬ 
munities,  the  problem  of  providing 
recreation  is  serious.  The  $21  to 
$30  a  month  a  service  man  earns 
doesn’t  allow  much  for  recreation, 
especially  if,  as  so  many  do,  he 
sends  part  of  his  pay  home.  By 
the  time  he  buys  the  things  he 
needs,  such  as  toilet  articles  and 
smokes,  and  pays  his  bus  or  -rail¬ 
road  fare  from  camp  to  town,  he 
hasn’t  much  to  use  for  entertain¬ 
ment. 

To  carry  out  its  program,  the 
U.  S.  O.  is  campaigning  nationally 
for  a  minimum  of  $10,765,000  with 
which  to  operate  the  clubs.  It  is 
in  this  campaign  that  the  retailers 
of  America  have  been  doing  their 
bit.  The  Retailers  for  Defense 
demonstration  should  be  the  signal 
for  them  to  do  even  more. 

There  are  many  ways  in  which 
the  merchants  of  America  have 
helped  the  U.  S.  O.  campaign  and 
in  which  they  can  continue  to  help. 


i<*s . 


of  th,  . 

“*•  of  U.S.O  Th.""*^'***  '•'•’ndow,  . 

©'oibel’s. 


Contributions  from  owners,  execu¬ 
tives,  employees  and  corporations 
have  been  generous:  more  are 
needed.  Special  window  displays 
and  posters  have  helped  call  pub¬ 
lic  attention  to  U.  S.  O.  More 
than  634,000  window  cards  alone 
have  been  distributed  for  use  by 
merchants.  Newspap>er  and  radio 
advertising,  donated  by  stores  and 
storekeep>ers,  have  helped  carry  the 
U.  S.  O.  message  to  America,  as 
have  enclosures  in  statements  and 
other  outgoing  mail.  Many  mer¬ 
chants  have  given  space  for  U.  S.  O. 
contribution  booths. 

Every  community  in  the  nation 
is  directly  concerned  with  the  suc¬ 
cess  of  the  U.  S.  O.  campaign,  for 
every  community  has  men  in  the 


Leaders  of  U.S.O. 

One  of  the  moving  spirits  be¬ 
hind  U.  S.  O.  is  Walter  Hoving, 
former  President  and  now  Chair¬ 
man  of  the  Board.  As  Chairman  of 
the  Organizing  Committee,  he 
played  a  major  part  in  setting  up 
the  United  Service  Organizations 
to  coordinate  the  work  of  the  six 
member  agencies. 

Mr.  Hoving,  President  of  Lord 
Sc  Taylor,  is  a  member  and  former 
director  of  the  National  Retail  Dry 
Goods  Association  and  is  on  the 
directorate  of  the  Better  Business 
Bureau.  He  is  a  former  vice-presi- 
(Continued  on  page  70) 
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By  Richard  G.  Meybohm,  Manager  Sales  Promotion  Division 
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WITH  the  theme  Retailers 
FOR  Defense,  the  coming 
observance  of  National  Re¬ 
tail  Demonstration  (week  of  Sep¬ 
tember  15th  to  20th)  offers  a  rare 
opportunity  for  the  retail  craft 
throughout  the  nation  to  take  the 
offensive  in  consumer  relations,  in¬ 
stead  of  waiting  until  it  is  forced 
to  assume  a  defensive  position  by 
influences  beyond  its  control. 

Sooner  or  later,  unless  all  pres¬ 
ent  signs  fail,  retailers  are  going  to 
encounter  consumer  criticism,  if 
not  downright  indignation— and 
this  will  grow  in  volume  as  prices 
climb!  Justifiably  or  otherwise, 
the  retailer  will  be  called  upon  to 
defend  his  position  in  this  eco¬ 
nomic  emergency— because  he  hap¬ 
pens  to  be  the  contact  man  be¬ 
tween  producer  and  consumer. 

Strong  Campaign  Called  For 

Just  what  can  the  retailers  do 
about  this  problem?  It  seems  logi¬ 
cal  that  the  only  thing  to  do  is  to 
take  the  offensive  before  the  enemy 
gets  within  the  gates— create  a  pub¬ 
lic  understanding  of  the  part  they 
play  in  our  economic  set-up— gain 
a  sympathetic  attitude  now  from 
both  consumer  and  government, 
instead  of  waiting  until  it  becomes 
necessary  to  appiease  a  hostile  point 
of  view. 

The  coming  Demonstration  of¬ 
fers  a  start  in  the  right  direction. 
It  gives  retail  business  an  oppor¬ 
tunity  to  raise  its  voice— to  focus 
the  attention  of  the  consumer  on 
the  efforts  that  are  being  made  by 
the  retailer— to  live  up  to  his  re¬ 
sponsibilities  in  this  time  of  crisis. 
It  gives  the  retailer  an  opportunity 
to  tell  the  American  public  some¬ 
thing  of  the  intricacies  and  prob¬ 
lems  of  his  business. 

Through  a  wholehearted  par¬ 
ticipation  in  this  Retailers  for 
Defense  Week,  he  can  also  do  a 
public  service,  not  only  by  making 
the  public  defense-conscious,  but  by 
helping  the  Treasury  Department 
in  its  efforts  to  sell  Defense  Stamps 
and  Bonds. 


Happily,  hundreds  of  stores  and 
Chambers  of  Commerce  through¬ 
out  the  country  have  seen  the  light 
and  have  jumped  on  the  band 
wagon.  Plans  to  make  this  year’s 
Demonstration  the  “biggest  and 
best”  yet,  are  well  under  way,  and 
enthusiasm  is  running  high. 

Programs,  naturally,  are  being 
geared  to  the  type  of  stores  and 
size  of  communities  participating. 
Here  are  some  of  the  plans: 

Endorsements  and  procla¬ 
mations  by  civic  officials,  de- 

New  Sales  Promotion  Head 


Richard  G.  Meybohm  became 
Manager  of  the  Sales  Promotion 
Division  of  the  National  Retail 
Dry  Goods  Association  early  in 
July,  succeeding  Joseph  E.  Han¬ 
son,  resigned. 

Mr.  Meybohm  has  been  active 
in  sales  promotion  and  general 
publicity  work  in  the  retail  field 
for  ten  years.  He  was  sales  pro¬ 
motion  manager  at  the  resident 
buying  office  of  McGreevey  Wer- 
ring  &  Howell,  Inc.,  for  two  and 
a  half  years  before  joining  the 
Association. 

Prior  to  that,  for  about  the 
same  length  of  time,  he  was  pub¬ 
licity  director  at  James  McCreery 
&  Co.,  and  for  the  five  preceding 
years  was  assistant  publicity  di¬ 
rector  at  B.  Altman  &  Co. 


signaling  the  week  of  Septem¬ 
ber  15th  to  20th  as  Retailers 
FOR  Defense  Week. 

Radio  broadcasts  by  leading 
citizens  on  the  role  retailers 
are  playing  in  defense  efforts. 

Talks  by  prominent  women 
leaders  on  informative  label¬ 
ing. 

Exhibits  of  Defense  prod¬ 
ucts. 

Good-will  tours  “behind  the 
scenes”  of  stores. 

Selection  of  community 
“Mrs.  Typical  Customer.” 

Contests  to  choose  the  sales¬ 
girl  who  most  closely  re¬ 
sembles  the  model  on  the  offi¬ 
cial  Retailers  for  Defense 
poster. 

Local  campaigns  to  sell  De¬ 
fense  Bonds  and  Stamps. 

Support  from  All  Sides 

Stores  are  not  alone  in  their 
realization  of  the  importance  at 
this  time,  of  a  large  scale  public 
relations  program.  Newspapers, 
advertising  services  and  national 
periodicals,  such  as  Life  and  The 
Saturday  Evening  Post,  have  mag¬ 
nanimously  offered  their  invalua¬ 
ble  time  and  assistance,  both  edi¬ 
torially  and  through  their  advertis¬ 
ing  columns.  As  an  outstanding 
example  of  this  cooperation.  The 
Post  is  planning  a  double  page 
spread  ad,  in  color,  on  Retailers 
FOR  Defense  Week  in  their  issue  of 
September  13th. 

But  despite  all  this  outside  assist¬ 
ance,  in  the  final  analysis,  the  suc¬ 
cess  of  this  nation-wide  program 
must  depiend  upon  whether  or  not 
the  retailer  fully  realizes  the  im¬ 
portance  of  consumer  and  Govern¬ 
mental  good  will.  If  the  signs  of 
the  times  mean  anything,  retail 
business  must  move  rapidly  to  as¬ 
sure  a  friendly  attitude  toward  its 
economic  and  socjal  position.  No 
better  beginning  could  be  provided 
than  the  whole-hearted  participa¬ 
tion  in  this  1941  Demonstration. 


”A  Strong  Offense  Is  the  Best  Defense” 


.  MAKE  PUNS  FOR 


ENLIST  IN  THE  NATIONAL  PROGRAM 
OF  '  RETAILERS  FOR  DEFENSE”  *  •  • 
NATIONAL  RETAIL  DEMONSTRATION 
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NATIONAL  RETAIL 
DEMONSTRATION 


NATIONAI  RETAIL 


MASTER  10-PIECE  DISPLAY  SET 

#  -limiuS  (in  lull  color) 


1  Poster  22*' X  28 
1  Poster  22"  X  28 


Mounted,  Eoseled 
Unmounted 


4  Streamers  9*/2"x  21 


PRICES  FOR  MASTER  10-PIECE  DISPLAY  SETS 

1  set...  $2.50  25  sets.  $37.50 

3  sets...  6.50  50  sets  .  70.00 

5  sets. . .  1 0.00  1 00  sets  .  1 30.00 

1 0  sets. . .  1 6.00  500  sets  . 600.00 

1,000  sets.  ..  .$1,100.00 

Special  prices  for  larger  quantities  on  request. 


Posters  9"x  12 
Posters  9"x  12 


Mounted,  Easeled 
Unmounted 


REGULAR  5-PIECE  DISPLAY  SET 

(In  lull  color) 


Ritailirs 

OlfEMI 


2  Streamers  9!/2"x  21 


Mounted,  Easeled 


2  Posters  9"xl2 


Mounted,  Easeled 


PRICES  FOR  REGULAR  5-PIECE  DISPLAY  SETS 

.  $1.50  10  sets . $11.50  1 00  sets  ...$  1 00.00 

4.00  25  sets .  27.50  500  sets .  .  .  475.00 

6.25  50  sets .  52.50  1000  sets...  900.00 


Special  prices  for  larger  quantities  on  request. 
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SEPT. 

15-20 


NATIONAL  RETAIL 
DEMONSTRATION 


SINGLE  POSTERS 
- 1  (in  full  color) 


Retailers 

■for 

Defense 


PRICES 


(full  color),  Mounted,  Eoseled 


PRICES 


Special  prices  for  lor 


ORDER  BLANK 

Sales  Promotion  Division 
Notional  Retail  Dry  Goods  Ass'n. 

101  West  31st  St.,  New  York,  N.  Y. 

Send  Demonstration  Display  Material  in  Quantity  Indicated 
Express  Charges  Collect 

. Master  Display  Sets . 

. Regular  Display  Sets . 

. 22"  X  28"  Posters,  Mounted,  Easeled . 

. 9"  X  12"  Posters,  Mounted,  Easeled . . 

. 9'/2"  X  2 1 "  Streamers . 


Store  Name. 


Ordered  By. 


.Order  No. 
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Retailers  for  Defense” 

ONAL  RETAIL  DEMONSTRATION 

SEPTEMBER  15-20 

u 

NDER  the  sponsorship  of  the  Notional  Retail  Dry  Goods  Association, 
the  week  of  September  1 5th  has  been  set  aside  for  a  national  demon¬ 
stration  of  the  part  played  by  the  retail  stores  in  serving  the  American 
consumer  during  this,  the  present  national  emergency — in  addition  to 
sounding  a  patriotic  call  for  unity  among  the  American  people  in 
support  of  the  defense  program. 

Thousands  of  stores — large  and  small — throughout  the  nation  are 
beginning  to  formulate  plans  for  participation  in  this  great  demonstration. 

OF  ACTION  IS  THE  KEYNOTE 

Chambers  of  Commerce,  Merchants  Associations  and  Local  Retail 
Boards  of  Trade  throughout  the  country  are  planning  community  demon¬ 
strations  in  which  all  retailers  within  the  community  will  act  as  one  unit 
to  lend  force  and  create  consumer  enthusiasm  during  this  all  -  out 
demonstration. 

Committees  are  being  formed  in  these  communities  to  consider  and 
plan  .  .  .  window  competitions  for  the  best  patriotic  window  displays  .  .  . 
special  exhibits  of  defense  products  made  in  the  vicinity  .  .  .  essay  con¬ 
tests  for  customers  and  employees  .  .  .  open  house  nights  .  .  .  luncheons 
and  dinners  for  workmen  employed  in  nearby  defense  industries  .  .  • 
concerts  of  American  music  . . .  shows  of  American  Fashions  . .  .campaigns 
to  push  the  sales  of  Defense  Bonds  and  Stamps  .  .  .  selection  of  the  com¬ 
munity's  Typical  Customer  .  .  .  selection  of  the  community’s  Miss  Retailer, 
the  salesgirl  who  most  closely  resembles  the  girl  on  the  official  "Retailers 
for  Defense"  poster  . . .  radio  talks  . . .  community  decorations.  These  are 
but  a  few  ideas  and  plans  which  many  communities  are  already 
considering. 

Newspapers,  advertising  services  and  such  national  periodicals  as  THE 
SATURDAY  EVENING  POST  and  LIFE  have  enlisted  wholeheartedly  to 
assist  the  retailers  in  making  this  "Retailers  for  Defense"  program  a 
huge  success. 

PLAN  NOW  TO  DO  YOUR  SHARE 

The  National  Retail  Dry  Goods  Association  has  issued  a  bulletin  entitled 
"How  to  Organize  Your  Town”  outlining  a  method  of  procedure  of 
organization.  If  you  have  not  received  your  copy,  write  to  us  today! 

We  will  appreciate  receiving  your  plans  and  ideas  so  that  we  may 
pass  them  along  to  other  communities  throughout  the  country. 

For  any  additional  data  please  write  to  us. 


Sales  Promotion  Division 


it  it  it 


NATIONAL  RETAIL  DRY  GOODS  ASSOCIATION 

101  WEST  31ST  STREET  NEW  YORK  CITY 


★  ★ 


Who  and  Where  Are  the  Speculators? 

.  .  .  They  are  the  most  serious  factors 
in  retail  efforts  to  curb  the  price  rise. 


Too  much  emphasis  cannot  be 
placed  on  the  fact  there  is 
probably  no  more  serious 
problem  before  the  country  today 
than  that  of  rising  prices  and  the 
disastrous  inflation  that  would  in¬ 
evitably  follow  a  too  precipitate 
and  extended  advance  in  general 
merchandise  values. 

Retailers  are  literally  in  the  very 
front  lines  in  this  matter  of  prices, 
and  in  the  first  \V'^orld  War  were 
blamed  for  price  increases  which 
were  the  natural  outcome  of  con¬ 
ditions  accentuated  by  the  Govern¬ 
ment’s  “price  plus”  policy  of  pur¬ 
chase  contracts. 

“Retailers  for  Defense” 

A  rare  opportunity  to  bring 
these  facts  before  the  consuming 
public  is  presented  in  Retaii.krs 
FOR  Defense  Week,  this  year’s 
version  of  National  Retail  Demon¬ 
stration— September  15th  to  20th. 

In  accepting  the  chairmanship 
“for  the  Middle  West”,  H.  Kenneth 
Taylor,  Vice-President  of  the  John 
Taylor  Dry  Goods  Co.,  of  Kansas 
City,  Mo.,  stressed  the  fact  that 
“particularly  this  year,  we  have  a 
splendid  opportunity  before  us  to 
sell  the  consuming  public  on  the 
vital  service  that  retailing  is  vol¬ 
untarily  rendering.” 

Mr.  Taylor  thinks  that  through 
their  organized  efforts  retailers  are 
“defending  all  our  democratic  in¬ 
stitutions  against  any  upsetting  at¬ 
tacks.” 

Since  the  present  war  began,  a 
militant  campaign  has  been  led  by 
the  National  Retail  Dry  Goods 
Association  to  keep  the  price  situa¬ 
tion  within  sane  and  safe  bounds. 

The  special  bulletins  of  the  As¬ 
sociation  have  frequently  stressed 
the  fact  that  retailers  must  recog¬ 
nize  that,  as  the  Defense  Program 
expands,  price  advances,  within 
legitimate  limits,  are  explainable 
and  inevitable,  but  the  need  for 
voluntary  restraint  has  been  em¬ 
phasized-attention  lieing  called  to 
the  certainty  of  resultant  increas¬ 
ing  government  action  if  this  re¬ 


straint  is  not  sincerely  and  effec¬ 
tively  exercised. 

“Inflation  might  bring  complete 
destruction  to  all  the  American  in¬ 
stitutions  that  we  want  to  pre¬ 
serve,”  a  recent  special  bulletin 
said,  adding  that  in  the  present 
situation  “a  too-rapidly  rising  price 
level  would  likely  touch  off  a  great 
inflation.  We  want  to  avoid  that,” 
it  continued,  declaring  that  it  is 
this  condition  and  its  potential 
threat  that  motivates  retailers  in 
their  persistent  determination  to 
question  all  price  increases,  and 
effectively  prevent  unjustifiable  ad¬ 
vances. 

Speculation 

Hundreds  of  letters  listing  vari¬ 
ous  price  increases  at  wholesale, 
have  been  received  and  investi¬ 
gated  by  the  .\ssociation,  and  in 
some  instances  these  complaints 
have  led  to  informal  meetings  with 
manufacturers,  wholesalers  anil 
converters  at  .Association  head¬ 
quarters. 

Perhaps  the  most  significant  dis¬ 
closure  at  these  meetings  has  been 
the  charge  that  the  really  exorbi¬ 
tant  and  objectionable  price  rises 
have  come  through  the  operations 
in  gray  goods  of  “second  and  third 
hands.” 

The  position  taken  by  many  of 
the  gray  goods  producers  has  been 
that  they  are  entirely  blameless  in 
the  matter  of  excessive  price  rises, 
that  the  prices  quoted  “in  the  mar¬ 
ket”  are  artificial  because  they  are 
second-hand  values. 

Goods  in  large  volume  in  second 
and  third  hands  usually  denotes 
a  speculative  interest,  and  the  ques¬ 
tion  has  been  raised  as  to  whether 
large  yardage  sales  to  second  hands 
is  ever  a  completely  innocent  trans¬ 
action,  whether,  in  fact,  it  is  not 
often  planned. 

That  there  have  been  instances 
of  speculative  buying  on  the  part 
of  retailers  can  not  be  denied,  but 
it  is  believed  that  the  general  rank 
and  file  of  retailers  have  behaved 
well  under  the  circumstances. 


Who  and  Where? 

In  this  connection  one  of  the 
recent  special  bulletins  to  member 
stores  posed  the  question— “Who 
and  Where  .Are  the  Speculators?”, 
adding  that  on  this  point  “it  is 
necessary  for  the  good  of  the  trade 
to  speak  straight  out. 

“.A  good  many  stories  are  going 
around  about  retailers  who  have 
bought  so  much  more  heavily  in 
various  lines  of  goods  that  they 
have  had  to  rent  additional  ware¬ 
house  space.  We  do  not  believe  the 
great  rank  and  file  of  stores  have 
done  this.  We  think  it  probable 
that  in  many  lines  several  stores 
have  made  somewhat  modest  in¬ 
creases  in  their  orders  in  lines  in 
which  they  believed  shortages  were 
likely  to  appear. 

“Such  a  course  we  think  is  rea¬ 
sonable,  considering  the  fact  that 
merchants  have  been  trained  all 
their  business  lives  to  adjust  their 
operations  to  market  conditions. 
W'hen  there  are  surpluses  of  goods 
the  retailer  instinctively  goes  easy 
in  his  buying  and  when  shortages 
are  threatened,  with  the  prospect 
of  rising  prices,  the  average  good 
merchant  commits  himself  a  little 
deeper,  but  always  tries  to  play 
safe. 

“Such  an  operation  is  not  going 
to  hurt  anyone  and  does  not  invite 
condemnation  at  any  time,  even 
now.  W^hen,  however,  merchants 
rush  into  a  market  and  lose  their 
heads,  acting  as  though  there  were 
never  going  to  be  any  more  mer¬ 
chandise,  such  a  course  is  either  a 
very  foolish  one  or  it  is  inspired 
by  a  desire  to  hog  the  market  and 
make  unusual  profits.” 

Loaded  Dice 

This  business  of  speculating  in 
merchandise,  the  bulletin  con¬ 
tinued,  is  “like  playing  craps  with 
loaded  dice.  There  are  too  many 
elements  to  be  considered  for  the 
percentage  to  be  anything  but  defi¬ 
nitely  against  you.  First,  there  is 
the  financial  hazard.  Next,  you  do 
(Continued  on  page  70) 
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CASH  IN  ON  INCREASING  FABRIC 
AND  PATTERN  SALES... NOW 


Everywhere,  buyers  and  store  executives 
are  agreed  that  the  Defense  economy  of  America 
has  and  will  continue  to  stimulate  greater 
interest  in  Home  Dressmaking, 


^  Continue  to  build  accurate  mailing  lists  of  faba 
customers  and  contact  them  frequently  this  Fall  seasi 
by  direct  mail. 


^  Get  your  share  of  this  increasing  volume  of  piece  goods 
and  pattern  business  by  a  more  aggressive  promotion 
policy  with  regard  to  the  dress  fabrics  departments. 


2  Increase  your  advertising  dollar  expenditures  for  pat¬ 
terns,  piece  goods  and  sewing  notions  this  Fall  and 
coming  Spring. 


^  Tie  in  actively  this  Fall  with  the  Simplicity  schoJ 
promotion  program — and  lead  these  Simplicity-creat«| 
pattern  and  fabric  sales  into  your  cash  registers. 

0  Budget  for  more  mannequins  on  the  fabric  floor— drd 
them  in  Simplicity  garments — and  sdl  dresses  and 
just  yardage. 


0  Insist  on  more  frequent  window  representation  for 
your  fabrics  tied  in  with  Simplicity  Patterns — the  fast¬ 
est  selling  patterns  in  the  world. 


~j  Write  the  Simplicity  Pattern  Co.,  Inc.,  200  Madi* 
Avenue,  New  York,  or  talk  to  the  Simplicity  represa 
tative  in  your  territory,  about  the  help  the  Simplic! 
Sales  Promotion  Department  can  give  you  towa 


accomplishing  a  bigger  fabric  and  pattern  busioai 


IS 
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DISPLAY  THIS  N.R.D.G.A.  POSTER 

"Retailers  for  Defense 


Defe^ 


Every  retailer  in  the  country 
will  enthusiastically  get  behind 
N.R.D.G.A.’s  "National  Retail 
Demonstration”  this  year  be¬ 
cause  it  is  devoted  entirely  to 
retailing’s  role  in  the  Dffense 
program  of  America.  From  coast 
to  coast  this  new  Retailers  for 
D^ense’'  poster  will  be  seen  in 
the  windows  and  on  the  coun¬ 
ters  of  most  of  the  country’s 
retail  stores. 


N.R.D.G.A.  offers  a  special 
prize  for  the  salesgirl  who  most 
closely  resembles  the  girl  on  the 
poster,  at  right.  Details  of  the 
contest  w  ill  be  found  elsewhere 
in  this  issue  of  the  N.R.D.G.A. 
"Bulletin”.  Girls  who  enter  the 
contest  can  be  dressed  exactly 
like  the  girl  on  the  poster  by 
making  themselves  a  dress  from 
Simplicity  Pattern  No.  3626. 


ty|M6et  the  •pirit  of  American 
retailing— the  girl  hehintl  the 
counter.  It  in  Hignificant  that 
**MiM  Retailer**,  on  this  iMMter, 
weara  a  dreaa  made  from 
Simplicity  Pattern  No,  362(>. 


Make  tkU  Jrms  anW  dUpImy  U  •«» 

Jtoor  to  tie  up  teitk  N.R.D,G,A,  •‘Retoileri  for  Defense**  Week,  • 
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Kaufmann’s  Defense  Production  Exhibit 


As  an  example  of  the  way  in 
which  retailers  can  effective¬ 
ly  use  displays  to  increase 
public  interest  in  production  lor 
national  defense,  Kaufmann’s  of 
Pittsburgh  put  on  a  United  States 
Defense  Show  in  June  in  the  store 
auditorium.  Demonstrations,  color 
movies  and  actual  equipment  were 
used  to  crystalize  in  the  public 
mind  w’hat  the  nation  is  doing  to 
l)uild  arms  and  equipment,  men 
and  morale.  The  Army  and  the 
Navy  and  the  R.  O.  T.  C.  units  of 
Carnegie  Tech  and  Duquesne  set 
up  exhibits  of  equipment,  ships 
and  planes.  Students  from  the 
Pittsburgh  Institute  of  Aeronautics 


worked  on  an  airplane  motor.  A 
Link  Trainer,  used  by  the  .-\rmy 
to  train  pilots  on  the  ground, 
made  it  possible  for  visitors  to  try 
“flying”  a  plane.  American  Red 
Cross  and  the  Boy  Scouts  and  the 
Girl  Scouts  also  put  on  demonstra¬ 
tions. 

An  air  raid  shelter  equipped  with 
everything  used  in  Britain's  shelt¬ 
ers  from  gas  detectors  and  masks  to 
tinned  biscuits  w’as  also  on  exhibi¬ 
tion.  Dresses  and  cloaks  with  thin, 
light  plastic  shields  to  deflect  shrap¬ 
nel-,  bomb  fragments  and  Hying 
debris  provided  a  bizarre  fashion 
show.  Other  displays  from  defense 
industries  showed  how  we  are  daily 


turning  out  material  aid  for  democ¬ 
racy. 

The  defense  exhibition  was  put 
on  in  conjunction  with  Kauf¬ 
mann’s  Sixth  .Annual  Peaks  of 
Progress  Show,  window  displavs 
dramatizing  the  events  of  the  past 
year  that  have  done  most  to  aid 
the  progress  of  mankind.  This  year 
the  events  depicted  in  Kaufmann’s 
windows  were:  .America  Meets  a 
World  Crisis;  New  Methods  of 
Blood  Transfusions:  Synthetic 
Rubber;  Wage  and  Hour  Legisla¬ 
tion;  Vitamin  K;  Crop  Improve¬ 
ments;  Frequency  Modulation 
Radio;  Fine  Arts  for  .Americans; 
Grand  Coulee  Dam. 


Below:  Duplicate  of  air  raid  shelter  and 
equipment  in  use  in  England. 


MEm  AWORLC 


At  left;  the  Peaks  of  Progress  window  drama¬ 
tizing  the  theme,  America  Meets  a  World 
Crisis. 


HAWPlNeSS  fbo^Pfear 


EFFIE:  Oh,  what  a  morning!  Just  stand* 
ing  around  and  waiting  and  waiting.  And, 
after  all,  I  was  only  able  to  buy  two  things. 

HART:  Really?  I  did  all  my  shopping  in 
no  time  at  all.  You’d  better  stop  going  to 
that  old-fashioned  place. 

EFFIE:  What  do  you  mean,  '’old- 
fashioned”? 

MARY:  Oh,  you  know.  That  store’s  so 
slow  and  poky.  Why,  one  girl  sells  you 
something,  and  then  another  one  makes 
change,  and  still  somebody  else  has  to 
wnp  the  package,  and  that’s  why  you 
don’t  get  any  shopping  done.  You  have 
to  wait  too  long. 


EFF/E:  Guess  you’ve  got  something  there, 
to  me  they’d  realize  that  the  more 
you  spend  waiting  in  their  old  store, 
Ae  less  time  you  have  to  buy  the  things 
you’d  really  like  to  have. 


MARY:  Well,  it’s  different  in  this  store. 
When  a  salesperson  waits  on  you  she  gives 
you  all  of  her  attention.  As  I  get  it,  their 
whole  system  is  streamlined  because  they 
use  modern  National  Cash  Registers. 


EFFIE:  So  that’s  how  you  get  twice  as 
much  shopping  done  in  a  day  as  I  do? 

MARY:  Yes,  indeed.  When  1  go  shop¬ 
ping  I  look  for  cash  registers  on  the  counter 
because  then  I  know  I’ll  get  real  service. 
Incidentally,  I’ll  bet  they  save  a  lot  of  time 
and  money  for  the  store  too. 

EFFIE:  Well,  you’ve  convinced  me,  so  I’m 
going  to  shop  here  this  afternoon.  Come 
on  and  help  me  find  a  dress. 

MARY:  O.  K.  I’ll  see  you  at  the  front 
entrance  about  four  o’clock. 


Do  THE  TWILL  TWINS  like  to  shop  in  your  store? 
Will  they  find  a  modern  Notional  Cierk-Wrop  Sys¬ 
tem  that  makes  baying  quick  and  pleasant?  That's 
not  all  a  modern  National  Cash  Register  System  wili 
do  ...  it  will  actually  pay  for  itself  with  the  doiiars 
it  saves  —  in  seiiing  costs,  cashiering,  auditing  ex¬ 
pense  and  reduced  deiivery  costs  as  weil.  Let  our 
iocai  representative  give  you  actuai  facts  on  a 
Notional  Clerk-Wrap  System. 


The  National  Cash  Register  Company 

DAYTON,  OHIO 

Mulflpla-Orowar,  Multlp/e-Tefof  Cask  ktqhUrt . Charge  Aefheriting  Sysfems 

Accovnfing-loohhecping  Mochines . National  Postage  Motor  Machines 


Review  of  Fall  Millinery  an 


By  Bobbe  Donner 
Illustrations  by  the  Author 

COUNTLESS  thousands  of 
colorful  wild  bird  feathers; 
furs;  stitched  novelty  wool¬ 
ens;  knitted  meshes  and  yards  upon 
yards  of  tulle  and  delicate  laces 
decorate  the  new  fall  hats,  with 
the  trend  definitely  keyed  towards 
poised  dignity  and  elegance. 

High,  off-the-face,  or  forward 
and  up  as  high  as  the  jjerfect  bal¬ 
ance  will  allow,  is  the  millinery 
silhouette  sponsored  by  leading  de¬ 
signers,  who  are  presenting  an 
unusually  colorful  and  romantic 
collection  of  millinery  styles. 

The  favorite  pillbox  retains  its 
place  in  the  fur  group,  and  is  some¬ 
times  combined  with  knitted  wool¬ 
en  scarfs.  Illustrated  is  one  in 
nutria  with  a  double  purple  scarf 
nearly  two  yards  long. 

The  gathered  crown,  caught 
gracefully  in  a  forward  and  upward 
swirl,  is  “dress-up”  to  the  nth 
degree,  particularly  when  like  the 
model  here  illustrated  it  is  clouded 
over  by  a  large  meshed  veil  in  in¬ 
tense  black,  the  ends  draped  over 
the  face  in  the  manner  of  the 
harem  veil. 

Most  hats  hug  the  head  well, 
and  wherever  the  angle  is  far  for¬ 
ward,  the  back  section  is  built 
down  to  cover  the  crown  comfort¬ 
ably.  Knitted  woolen  snoods,  cut¬ 
out,  stitched  or  latticed  felt  crowns 
are  used.  Tulle,  edged  with  ex¬ 
quisite  bands  of  fragile  lace,  is 
shown  in  many  variations  of  the 
low  back  draped  flounce  with  the 
harlequin  ruff  (here  illustrated). 

The  off-the-face  beret  takes  on  a 
medieval  note  when  tucked  in  at 
top  center  front  and  held  in  place 
with  a  long  flat  bow  giving  empha¬ 
sis  to  the  horizontal  effect.  Here 
it  is  shown  mounted  on  a  knitted 
wool  crown  hugging  the  head. 

But  throughout  the  market, 
feathers  seem  to  tell  the  major 
story— all  sorts  of  wild  bird  feathers 
from  all  parts  of  the  world  are 
shown  most  effectively.  For  the 
next  six  years  the  ban  on  wild  bird 
feathers  has  been  lifted  (to  the  ex¬ 
tent  that  supplies  that  have  been 
held  in  warehouses  for  years  may 
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[]ostume  Silhouette 

now  be  utilized) ,  and  you  may  see 
increasing  quantities  used  as  the 
season  advances. 

By  wild  bird  feathers  we  mean 
the  lyre,  ibis,  sea  gull,  snipe,  hum¬ 
ming  bird,  mallard  duck,  penguin, 
magpie,  teal  duck,  condor,  macaw, 
white  owl,  white  peacock  and  all 
types  of  pheasants.  Still  prohibited 
is  the  use  of  bird  of  paradise, 
heron,  egret,  and  eagle. 

The  beautiful  colors  of  some  of 
these  birds  blend  marvelously  with 
winter  furs,  velvets  and  woolens  .  .  . 
and  numerous  hats  are  made  en¬ 
tirely  of  feathers. 

The  Fall  Silhouette 

General  costume  silhouette  has 
settled  on  the  netv  flowing  shoulder 
line,  kimono  sleeve,  raglan,  and 
deep  armhole.  Strictly  speaking, 
the  change  is  not  too  drastic;  the 
padded  broader  effect  is  still  there, 
but  greatly  modified  and  well 
smoothed  and  rounded. 

Fullness  in  the  skirt  is  optional 
and  is  shown  in  numerous  versions 
front,  back  or  at  the  side.  The 
waist  is  definitely  dropped  and 
tunic  lengths  are  as  varied  and 
diversified  as  taste  and  customer 
requirements  will  demand.  Actual¬ 
ly  the  easy  swing  of  the  flared  skirt 
dominates  in  all  but  the  highest 
brackets. 

Bodices  are  simplicity  itself,  and 
fitted  mostly  on  princess  lines, 
highlighted  and  dressed  up  by 
much  embroidery,  beading,  braid 
and  soutache.  Glitter  is  achieved 
with  beads,  bugles  and  sequins  on 
the  dressy  type  date  dress  popular 
with  juniors  and  young  matrons 
alike. 

Furs  appear  as  shoulder  capelets, 
borders,  and  tuxedo  reveres,  match¬ 
ed  with  huge  crushable  muffs. 
Shorter  jackets,  long  capes  and  the 
usual  flared  box  coat  are  featured 
.  in  Persian,  mink,  squirrel  dyed 
muskrat  and  other  furs. 

Tailored  details,  inverted  tucks, 
stitched  edges  and  finishes  are  well 
represented  and  are  smart  and 
finished  looking,  on  most  of  the 
new  woolen  reefers  and  top  coats. 
These  also  are  well  trimmed  with 
deep  reveres,  capelets  and  tuxedos 
of  furs,  usually  in  the  short  haired 
pelts. 


Trends 
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By  Edward  S.  Hoyt 

Many  Fabric  Merchandisers  Regard  Cloth  Shortages  as 
Exaggerated  and  Temporary 


A  “TIGHT”  situation  has  ex¬ 
isted  in  the  textile  fabric 
field  for  several  months,  and 
developments  last  month  only 
served  to  aggravate  matters. 

Manufacturers  of  cotton,  wool¬ 
ens  and  rayons  are  operating  at 
full  capacity  levels;  actual  short¬ 
ages  have  reached  menacing  pro- 
p>ortions  in  some  few  categories, 
and  the  price  trend  continues  up¬ 
ward.  But  the  all-important  facts 
in  this  connection  are  these: 

The  “tightness”  is  a  perfectly 
normal  development  under  present 
emergency  conditions;  the  short¬ 
ages  are  of  a  temporary  character, 
and  the  price  situation,  while  con¬ 
tinuing  firm,  is  the  object  of  sus¬ 
tained  and  vigorous  scrutiny  by 
organized  retailers,  and  of  legisla¬ 
tive  action  by  the  government. 

With  the  obviously  growing  note 
of  caution  among  many  leading 
buyers  and  sellers,  prices  will  not 
reach  runaway  proportions,  and  a 
disastrous  inflation,  we  are  sure, 
will  be  prevented. 

Shortages  Are  Artificial 

These  are  the  conclusions  reach¬ 
ed  after  a  hurried  last-minute  sur¬ 
vey  of  the  larger  New  York  metro- 
p>olitan  stores,  supplemented  by 
talks  with  executives  of  several  of 
the  biggest  fabric  houses. 

Known  shortages  exist  in  several 
of  the  larger  volume  cotton  cloth 
constructions,  including  sheets  and 
pillow  cases— in  staple  woolens,  and 
in  many  of  the  more  popular  rayon 
fabrics. 

But  any  buyer  coming  into  the 
market  with  the  intent  of  covering 
his  needs  for  four  to  six  months 
ahead  should  keep  in  mind  the 
fact  that  these  conditions  are  large¬ 
ly  artificial,  that  in  large  measure 
they  have  been  brought  about  by 
exaggerated  fears  of  extended 
shortages  and  aggravated  by  heavy 
sf>eculative  activity. 

The  opinion  persists  among 


many  of  the  best  informed  and  ex¬ 
perienced  market  men,  both  pro¬ 
ducers  and  distributors,  that  the 
combined  requirements  of  the 
government  and  the  civilian  popu¬ 
lation  are  not  in  excess  of  the 
enormous  productive  capacity  of 
the  various  branches  of  the  textile 
manufacturing  industries. 

A  Sellers’  Market? 

Because  of  the  shift  from  a  buy¬ 
ers’  to  a  sellers’  market,  many  store 
representatives  have  been  led  to 
believe,  on  their  arrival  in  New 
York,  that  more  acute  shortages 
were  inevitable,  with  resultant 
prohibitive  prices,  and  that  it  was 
imp>erative  that  they  immediately 
cover  their  requirements  for  sev¬ 
eral  months  ahead— with  price  a 
very  secondary  consideration. 

One  of  the  largest  buyers  of 
piece  goods  in  the  city  told  us  that 
his  store  had  definitely  decided  on 
a  continuing  policy  of  buying  for 
current  needs  only— in  no  single 
instance  beyond  ninety  days,  with 
most  of  the  goods  purchased  cover¬ 
ing  estimated  sixty-day  require¬ 
ments. 

In  the  course  of  a  long  discussion 
on  the  whole  fabric  situation,  this 
fabric  merchandise  head  said  that 
in  his  entire  twenty-five  years’  ex- 
[jerience  in  the  field,  he  has  never 
known  an  “honest-to-God”  famine 
in  the  cloth  field,  adding  that  he, 
with  many  others  of  similar  ex¬ 
perience,  consider  present  shortages 
exaggerated  and  tempKjrary.  He 
further  thinks  that  if  the  type  of 
feverish  buying  that  has  character¬ 
ized  cottons  and  rayons  during  the 
past  several  w'eeks  continues,  many 
persons  and  firms  are  “going  to  be 
burned.” 

The  opinion  of  this  retailer  was 
duplicated  in  several  other  repre¬ 
sentative  stores,  all  of  which  led 
us  to  the  conclusion  that  the  rank 
and  file  of  retailers  are  not  going 
to  be  stamp>eded  into  buying  far 


into  the  future,  and  at  prices  that 
might  easily  prove  disastrous  when 
things  in  general  calm  down. 

Short  Memories! 

One  of  the  most  reassuring 
things  we  ran  across  in  our  survey 
w^as  the  disposition,  on  the  part  of 
some  of  the  larger  and  better  fabric 
manufacturing  houses,  to  discour¬ 
age  precipitate  and  unnecessarily 
heavy  purchases  on  the  part  of  cus¬ 
tomers  who  have  apparently  been 
too  easily  influenced  by  a  market 
more  concerned  about  deliveries 
than  any  other  immediate  factor. 

The  sales  manager  of  one  of 
these  firms,  himself  a  former  retail 
buyer,  spoke  at  length  about  the 
short  memories  ordinarily  careful 
buyers  have  been  revealing  of  late. 
The  textile  industry,  taken  by  and 
large,  is  the  most  overproduced  in¬ 
dustry  in  the  country,  he  stressed. 

“It  has  been  suffering  from  an 
excess  of  productive  capacity,  and 
the  cry  for  many  years  has  been  for 
a  return  to  a  conservative  two-shift 
or  even  a  single  shift  mill  opera¬ 
tion.  This  applies  particularly  to 
the  weaving  of  cotton  and  rayon 
goods.  Many  manufacturers  and 
converters  have  despaired  of  ever 
again  enjoying  a  reasonably  profit¬ 
able  business  because,  they  insisted, 
the  market  would  always  be  over¬ 
produced— even  with  the  return  of 
general  prosperity.” 

Take  the  case  of  cotton.  The 
Association  of  Cotton  Textile  Mer¬ 
chants  of  New  York,  under  date  of 
July  30th,  had  the  following  to  say 
in  a  special  news  release: 

“In  1917,  the  year  of  peak  con¬ 
sumption  in  the  last  war,  6,815,000 
bales  of  cotton  were  consumed. 
Cotton  consumption  this  year 
should  go  well  over  10,000,000 
bales.  It  is  estimated  from  figures 
available  for  the  first  half  year  that 
1941  will  show  a  total  annual  pro¬ 
duction  of  11,350,000,000  square 
yards  of  cotton  cloth,  20  p>er  cent 
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Blowing  Leaves 


or  just  a  commotion? 


Store  executives  who  know  the  difference  between  real  promotion 
and  noise,  have  shown  their  preference  for  Crown*  Tested  Rayon 
fabrics,  again  and  again. 

Women’s  fashions,  men’s,  hoys’  and  girls’  wear,  draperies,  fabrics, 
and  other  departments,  all  have  profited  by  use  of  the  Crown  Tested 
tags  and  labels.  Customers  respect  Crown  Tested  Rayon  merchandise, 
and  recognize  the  tags  and  labels  as  trustworthy  guides  in  buying. 


Let  the  Crown  Tested  tags  and  labels  help  to  build  prestige  and 


profits  for  you  this  fall ...  as  they  have  for 
others.  r^;.  u.  s.  pat.  o«. 


This  is  ths  b^utiful  anti  practKoi 
CrownTesteHtagfor  u-omen  *•  rayan 
fashions  whoiosating  untier  16.75. 


Copf.  194 1  — Am«rtc«n 
Vl*co«t  Corp. 


AMERICAN  VISCOSE  CORPORATION 


350  Fifth  Avenue,  New  York  City 
World's  Largest  Producer  of  Rayon  Yarn 


CROWm  TESTED  RMOT  FtDRIES 


THE  FIRST  NAME  IN  RAYON. ..THE  FIRST  IN  TESTED  QUALITY 
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FOLLOW  THE 
FABRIC  WITH 
fflE  following 


In  Industry 

widely  specified  by  large 
companies  —  widely  worn 
on  all  kinds  of  jobs. 


in  the  Colleges 

because  it's  a  natural  for 
knockabout  wear. 


Thm  is  no 
SUBSTITUTE 


gua 
fast 


ACC0»*D' 


inoto 


p\CATlOHS 


GALEY  &  LORD,  INC.  •  ST  WORTH  ST.,  NEW  YORK 


Turn-out  at  Wolf  &  Dessauer,  Fort  Wayne,  Ind.,  for  the  "Luxable  Cottons" 
traveling  fashion  show,  described  on  page  69. 


above  1937,  the  record  year  prior 
to  the  present  international  situa¬ 
tion.” 

It  is  estimated  that  the  govern¬ 
ment  is  not  taking  more  than  be¬ 
tween  20%  and  25%  of  present 
cotton  textile  production,  which 
leaves  a  large  output  that  cannot 
possibly  be  said  to  be  moving  into 
immediate  civilian  consumption. 
Large  stocks  are  obviously  accumu¬ 
lating  somewhere,  and  it  is  equally 
obvious  that  much  is  in  speculative 
hands. 


that  the  government  is  taking 
about  26%  of  this  total.  Wool 
textile  people  are  not  worrying  so 
much  about  the  available  supplies 
of  wool  as  about  machinery  capaci¬ 
ty- 

In  conclusion,  the  present  dis¬ 
located  situation  involving  avail¬ 
able  fabric  supplies  is  unquestion¬ 
ably  exaggerated,  and  to  recognize 
this  fact  realistically  and  act  ac¬ 
cordingly,  is  the  wisest  course  to 
follow. 

“A  Trade-Mark  Is  Born” 


Rayon  Yam  Example 

That  the  present  price  trend  in 
textiles  generally  is  not  fully  war¬ 
ranted,  is  proved  by  the  action  of 
the  rayon  yarn  people,  and  their 
constructive  attitude  and  all  round 
fairness  has  been  lauded  by  many 
old-time  operators  in  the  market. 

There  has  been  a  virtual  short¬ 
age  in  this  industry  for  almost  two 
years,  long  before  the  present  price 
scare  started,  and  yet  prices  for 
rayon  yarns  have  undergone  very 
little  adjustment.  In  addition,  the 
yarn  producers  have  not  allowed 
appreciable  quantities  of  their  out¬ 
put  to  get  into  the  hands  of  specu¬ 
lators. 

The  total  rayon  yarn  production 
last  year  was  390,000,000  piounds, 
and  this  year’s  output,  according 
to  present  indications,  will  ap¬ 
proximate  445,000,000  pounds.  .So 
far  the  government  has  taken  rela¬ 
tively  little  of  this  enormous  pro¬ 
duction,  although  it  is  generally- 
thought  that  more  will  find  its 
way  into  defense  needs  as  the  pro¬ 
gram  develops. 

It  is  estimated  that  approximate¬ 
ly  900,000,000  pounds  of  wool 
(grease  basis)  will  be  consumed  by 
the  apparel  trades  this  year,  and 


This  is  the  caption  of  a  little 
booklet  just  issued  by  the  Burling¬ 
ton  Corporation,  answering  the 
numerous  inquiries  the  company  is 
said  to  have  received  from  depart¬ 
ment  store  and  specialty  store 
executives— about  “Bur-Mill”  quali¬ 
ty  fabrics. 

In  a  foreword  to  retailers  of 
lingerie  and  blouses,  the  company 
explains  that  it  is  constantly  asked 
what  this  particular  cloth  is,  what 
the  trademark  means,  which  cut¬ 
ters  use  the  fabric,  and  how  the 
purchaser  can  be  sure  that  he  is 
getting  the  multi-filament  acetate 
rayon  French  crepe  or  the  rayon 
crepe-back  satin  which  carry  this 
special  brand  name.  The  booklet 
takes  up  each  question  and  fur¬ 
nishes  a  complete  answer. 

New  Identification  Method 

Regarded  as  an  innovation  re¬ 
flecting  the  growing  importance  of 
accurate  identification,  and  of 
labels  and  tags  that  carry  proper 
and  adequate  facts  for  consumer 
information  in  buying,  Gimbel 
Brothers,  Philadelphia,  are  attach¬ 
ing  to  all  orders  for  merchandise 
containing  Bemberg,  rayon  the  fol¬ 
lowing  sticker: 

(Continued  on  page  69) 
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MAKE  YOUR  HEMS  LOOK 

H AND  -  Tailored 


Stands  the 
^^Close-Uf^  Test 


U.  S.  BLIND  STITCH 
MACHINE  CORP. 


Your  customer  wonts  service. 
Cater  to  her  desire  to  get 
quick  service  at  reasonable 
charges  and  yet  have  a  hand 
Finished  look  to  her  garments. 

U.  S.  Blind  stitch  machines 
for  hemming  alterations  on 
dresses,  coats  and  linings  give 
a  beautiful  hand  tailored  ap¬ 
pearance  at  minimum  cost 
with  a  great  saving  in  time. 


Operator  ready  to  start 
work  on  machine  as  it  is 
mounted  on  the  motor  stond 


312  SEVENTH  AVE.,  N.  Y.  C. 


Agencies  in  all  Principal  Cities 


LAckawanna  4-9144-5-6 


By  Pearl  Berry 


Fitting  Corsets  for  New  Fall  Lines 


COORDINATING  corsets  and 
ready-to-wear  this  season 
should  reach  new  highs  if  re¬ 
tail  stores  will,  in  promotions,  con¬ 
centrate  on  the  angle  that  founda¬ 
tions  are  an  essential,  a  classifica¬ 
tion  they  still  enjoy  with  the  OPM. 
By  stressing  the  fact  that  founda¬ 
tion  garments  are  really  essential  to 
women  from  the  standpoint  of 
health,  for  morale  (fashion  right¬ 
ness)  and  for  comfort  in  doing  all 
sorts  of  war  work  as  well  as  for 
“off  duty”  hours,  and  by  tying 
them  in  with  clothes  suitable  for 
these  various  occasions,  then  we 
will  be  doing  a  constructive  job  of 
promotion. 

For  specific  fashion  selling,  we 
already  have  felt  the  need  of  fitting 
women  for  the  new  smooth  long 
torso  dresses  which  are  being  of¬ 
fered  for  most  sizes  and  ages. 
Whether  women  can  better  be 
fitted  for  this  fashion  with  founda¬ 
tions  or  with  long  brassieres,  is  a 
matter  between  the  figure  in  ques¬ 
tion  and  the  cleverness  of  the  cor- 
setiere.  To  be  able  to  give  women 
the  lines  they  will  admire  in  their 
mirrors,  will  largely  depend  up>on 
the  fashion  consciousness  of  cor- 
setieres  and  their  ability  to  sell 
women  on  the  right  garment.  Per¬ 
haps  many  women  who  have  pre¬ 
viously  worn  a  girdle  and  short 
bra  will  be  difl&cult  to  switch  to 
either  a  foundation  or  a  long  bra. 
Perhaps  those  who  have  worn  foun¬ 
dations  do  not  get  enough  suppx)rt 
to  firmly  mould  the  waistline,  and 
must  be  switched  to  a  girdle  and 
long  bra.  It  will  probably  be  diffi¬ 
cult  for  the  corsetiere  to  keep  up 
the  courage  of  her  convictions— 
but  if  she  does,  she  will  undoubted¬ 
ly  do  a  good  corseting  job  for  this 
coming  season. 

It  seems  to  us  that  one  of  the 
greatest  strides  that  has  been  made 
in  the  corset  industry  is  its  ability 
to  now  be  able  to  take  care  of  a 
mid-season  fashion  change  in  sil¬ 
houette  before  the  new  season’s 
corsets  are  in  stock.  It  has  long 
been  the  industrv’s  dream  that 


they  w’ould  not  have  to  make  too 
many  seasonal  changes.  As  men¬ 
tioned  in  the  June  Corset  Preview, 
fewer  changes  will  be  made  in  the 
season’s  line  than  for  some  time 
past,  lines  would  be  more  concen¬ 
trated,  less  stock  need  be  carried 


and  inventories  would  look  rosier 
—due  to  the  scientific  study  which 
has  gone  into  the  designing  of  fig. 
ure  typ>e  garments.  And  so  we  have 
proof  that  it  is  now  possible,  by 
this  study  of  typ>es,  to  correctly 
corset  even  if  some  fashion  trend 
precedes  in  promotion,  new  num¬ 
bers  in  the  corset  department. 


t; 


special  Attention  for  Juniors 


HE  new  and  improved  fea¬ 
tures  which  manufacturers 
have  put  into  junior  lines  for 
fall,  are  going  to  offer  corset  buyers 
an  opportunity  for  more  alluring 
promotions.  Advertising  copy¬ 
writers  will  find  in  these  garments 
new  possibilities  for  smart  salable 
ideas  for  their  copy.  And  juniors 
will  find  their  little  garments  are 
being  as  seriously  considered  by  the 
industry  as  are  garments  for  larger 
figures. 

For  juniors  who  have  passed  the 
stage  of  wearing  a  simple  elastic 
pull-on,  there  are  attractive  added 
satin  elastic  panels,  with  or  without 
bones  and  often  with  removable 
bones.  Much  boning  has  taken  on 
new  placements  to  give  more  con¬ 
trol  yet  these  bones  are  light  and 
take  nothing  from  the  new  lingerie 
look  of  garments.  More  waistlines 
have  been  revamped  so  that  no 
longer  will  boned  girdles  stand  out 
from  the  figure  when  the  wearer 
takes  a  deep  breath.  One  to  two 
inch  elastic  bands  have  been  added 
at  waistlines  to  allow  both  girdles 
and  all-in-ones  to  “breathe”  with 
the  body.  New  stretch  under  bust 
sections  in  all-in-ones  provide  the 
very  active  girl  more  freedom  for 
dancing  and  sp>orts  and  lessen  any 
tendency  of  the  shoulder  straps  to 
pull  in  the  bust  when  the  arms  are 
raised  and  the  body  stretched  its 
full  length.  Paramount  in  junior 
construction  is  the  aim  for  comfort 
with  a  minimum  of  weight,  and  this 
season’s  fabrics  lend  themselves 
particularly  to  this  end.  Light 
weight  elastics  and  nylon  are  being 
offered  in  6  ounce  all-in-ones  that 
are  as  dainty  as  any  undergarment 
the  junior  wears. 


Improved  pan  tie  girdles  should 
come  in  for  specialized  fitting  this 
coming  season  as  both  a  control  gar¬ 
ment  and  a  utility  garment.  Varied 
constructions  have  been  put  into 
junior  panties  as  a  result  of  findings 
on  the  experience  of  larger  women 
wearing  this  type  of  garment,  such 
as  better  fitting  tops,  bone  replace¬ 
ments  and  leg  lengths  and  crotches. 
As  for  utility,  this  garment  offers 
more  warmth  and  protection  for 
sports  than  most  undergarments 
and  answer  two  purposes,  that  of 
girdle  and  pantie.  Perhaps  higher 
priced  garments  could  be  sold  if  all 
the  advantages  of  the  pantie  girdle 
were  pminted  out.  Of  course  all 
pantie  girdle  sales  offer  suggestive 
bra  selling  possibilities.  During 
such  sales,  it  might  be  profitable  to 
hint  broadly  that  pan  tie  girdles  are 
made  for  lots  of  mothers  too. 

In  sections  of  the  country  where 
contests  are  well  received,  a  plan 
for  one  might  be  devised  to  interest 
the  older  school  girl  in  wearing 
foundation  garments.  A  plan 
which  would  tie  in  with  sewing  or 
fashion  design  contests.  Awards 
could  be  offered  for  embroidered 
designs  placed  on  junior  bras, 
girdles,  pantie  girdles  or  all-in-ones. 
These  designs  to  be  original  and 
suitable  to  be  carried  throughout 
underwear  wardrobes.  Classifica¬ 
tions  of  initials,  school  emblems, 
flowers  or  birds,  modernistic  or 
realistic,  could  be  arranged.  Appli¬ 
ques,  hand  painted  or  of  lace,  are 
suggestions.  And  such  a  contest 
should  surely  bring  about  wide 
discussion  about'  the  wearing  of 
foundation  garments  by  these  many 
potential  lifetime  corset  customers. 
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quarter  pages . . .  with  88,806,354  ads ...  it  sells 


Talon  slide  fasteners  for  you  to  the  26,362,827 
readers  of  these  9  great  magazines: 


Private  McFess  taught  Mary"Right  Dress' 


LADIES’  HOME  JOURNAL  •  GOOD  HOUSEKEEPING 
McCAU-S  •  LIFE 

WOMAN’S  HOME  COMPANION  •  PARENTS’ 
AMERICAN  WEEKLY 
TRUE  STORY  •  TRUE  CONFESSIONS 


8  ONE  COLUMN  INSERTIONS 
LIKE  THIS,  with  a  circulatioa 
of  13,225,017!  Appearing  in 
Ladies'  Home  Journal, 
McCall’s,  Woman’s  Home 
Companion  and  Life, 


TALON 

the  depf-ndabU 
tikk  fiub  ner 


,^13  FULL  PAGE  INSERTIONS  LIKE  THIS,  with  a  circula¬ 
tion  of  16,110,525!  Appearing  in  Ladies’  Home  Journal, 
McCall's,  Woman’s  Home  Companion,  Life,  True  Story 
and  True  Confessions. 


2  HALF  PAGE  IN- 
SERTIONS  IN 
THE  AMERICAN 
WEEKLY  with  a 
circulation  of 
7,323,945! 


it  With  a  new  miniature  Talon  fastener  that 
has  been  enthusiastically  proved  in  use  by 
ready-to-wear  manufacturers . . . 

'A^With  special  Talon  fasteners  for  special 
uses . . . 

★  With  exclusive  advantages  such  as  the 
automatic  self-lock . . . 

★  And  with  more  than  88  million  advertise¬ 
ments  selling  these  features  to  the  women 
of  America  . . . 


★  There  can  be  no  question  which  slide 
fastener  is  the  most  profitable  for  your 
notions  counter  to  sell! 


11  EAST  26th  STREET,  NEW  YORK 
Chicago  Branch  San  Francisco  Branch 

367  W.  Adams  Street  833  Market  Street 


THE  DEPENDABLE  SLIDE  FASTENER 
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Withdrawal  of  silk  raises  problem  of  substitute  yam — OPM  appointment 
of  committee  representing  labor,  management  and  government  is  awaited. 


No  member  of  the  Association 
need  be  told  that  the  with¬ 
drawal  of  silk  by  the  gov¬ 
ernment  has  created  for  the  mo¬ 
ment  a  serious  problem  for  the  ho¬ 
siery  department.  At  this  writing 
it  is  imjjossible  to  forecast  what 
the  industry  intends  to  do  to  meet 
the  situation.  It  seems  certain, 
however,  that  manufacturers  of 
hosiery  will  not  long  delay  action. 
While  few  men  in  the  manufactur¬ 
ing  branch  of  the  industry  were 
inclined  to  talk  at  this  time,  it  ap¬ 
pears  certain  that  the  mills  will 
turn  to  other  fibres,  principally 
rayon,  in  an  attempt  to  replace  silk 
which  for  so  many  years  has  been 
the  main  fibre  for  women’s  stock¬ 
ings.  How  long  it  will  take  for  the 
change  over  is  the  question. 

The  use  of  rayon  in  women’s 
stockings  is  not  new.  Years  ago  it 
was  used  considerably  when  the 
price  of  raw  silk  was  much  higher 
that  it  has  been  of  recent  years. 
The  introduction  of  nylon— a  syn¬ 
thetic  fibre— has  demonstrated  that 
a  stocking  with  the  app>earance  and 
satisfaction  of  silk  can  be  produced 
without  the  use  of  silk  fibre. 

All  processing  of  silk  was  order¬ 
ed  stopped  at  midnight,  August 
2nd,  and  the  OPACS  ordered  a 
national  pool  of  10  per  cent  of  all 
rayon  yarn  manufactured  to  be  al¬ 
lotted  to  hosiery  and  other  produc¬ 
ing  firms  adversely  affected  by  the 
withdrawal  of  silk. 

The  Yam  Dilemma 

Based  on  the  estimated  output 
of  rayon  this  year,  the  10%  diver¬ 
sion  would  total  approximately  45,- 
000,000  pounds.  But  the  high 
tenacity,  finer  denier  yarns  re¬ 
quired  in  the  manufacture  of  sheer 
hosiery  are  not  immediately  avail¬ 
able,  regardless  of  government  de- 
CTee,  and  it  is  doubtful  if  the  rayon 
producers  can  change  their  me¬ 
chanical  facilities  in  a  hurry  to 
take  care  of  this  new  demand. 


As  for  cotton  mesh  stockings— 
which  many  feel  would  appreciably 
help  during  the  readjustment  peri¬ 
od  of  an  estimated  ninety  days,  it 
is  reported  the  type  of  cotton  re¬ 
quired  here  is  also  very  scarce— in 
fact  we  are  told  it  is  harder  to  get 
at  this  writing  than  the  finer  denier 
rayons. 

Hosiery  Association  Statement 

Speaking  on  the  present  emer¬ 
gency  for  the  hosiery  industry, 
Earl  Constantine,  President  of  the 
National  Association  of  Hosiery 
Manufacturers,  among  other  things 
said  in  a  special  bulletin  to  the 
members  of  that  Association: 

“The  developments  of  the  past 
few  days  have  created  the  most 
serious  situation  which  has  ever 
been  faced  by  our  industry,  both 
management  and  workers.  The 
special  Committee  set  up  by  this 
Association  last  May  to  deal  with 
such  developments  has  been  en¬ 
gaged  in  a  variety  of  conferences 
with  different  Government  agen¬ 
cies  in  Washington  throughout  this 
past  week.  Every  possible  means  of 
assisting  the  industry  is  being  ex¬ 
plored  in  such  discussions.  It  is 
expected  that  within  the  next  few 
days  Mr.  Sidney  Hillman,  Assistant 
Director  General  of  OPM,  will  ap¬ 
point  and  announce  a  committee 
representative  of  labor,  manage¬ 
ment,  and  Government  officials, 
whose  function  it  shall  be  to  rec¬ 
ommend  such  actions  and  pro¬ 
cedures  as  in  their  judgment  will 
best  contribute  to  easing  the  prob¬ 
lems  arising  from  the  above  emer¬ 
gency  situation.  We  want  to  em¬ 
phasize  that  all  committees  and 
Government  agencies  which  are 
dealing  with  the  problem  fully 
realize  the  urgency  for  the  earliest 
possible  actions  in  the  direction  of 
relief. 

“The  most  immediate  need  of 
our  industry  today  is  to  secure  sub¬ 
stitute  yarns.  All  available  facts  as 


to  the  supply  of  such  yarns  here 
and  abroad,  together  with  esti¬ 
mates  of  our  requirements,  have 
been  presented  by  our  special  Com¬ 
mittee  to  the  proper  authorities 
and  to  representatives  of  the  indus¬ 
tries  producing  such  yarn.  The 
finest  spirit  of  cooperation  and 
helpfulness  is  being  displayed  by 
the  rayon  and  cotton  yarn  produc¬ 
ers.  We  believe  that  our  needs  will 
be  provided  for  as  rapidly  as  possi¬ 
ble  in  increasing  amounts.  This 
will  probably  take  the  form  of 
allocation  of  part  of  the  capacities 
of  the  rayon  and  cotton  industries 
to  the  needs  of  the  industries  which 
are  being  deprived  of  silk.  In  turn, 
the  amount  of  substitutes  thus 
made  available  will  be  apportioned 
to  this  and  other  industries  on 
some  equitable  basis. 

“We  fully  appreciate  the  difficul¬ 
ties  and  inconveniences  faced  by 
our  manufacturers.  We  are  sure 
that  it  is  unnecessary  to  p>oint  out 
that  the  present  situation  calls  for 
clear  thinking  and  an  avoidance  of 
anything  suggesting  panic.  This 
applies  as  well  to  the  distributing 
agencies  and  even  to  the  ultimate 
consumer.  We  think  that  our  in¬ 
dustry  is  amply  supplied  with  re¬ 
sourcefulness  and  that  it  will  work 
out  of  the  present  difficulty  in  a 
variety  of  practical  ways  and  with¬ 
in  reasonable  time. 

“It  is  important  that  our  man¬ 
agements  preserve,  as  far  as  jjossi- 
ble  and  as  long  as  possible,  the 
splendid  organizations  which  they 
have  built  up,  and  we  urge  that 
their  programs  for  the  immediate 
future  bear  this  in  mind.  The  road 
will  be  a  little  clearer  each  day 
and  each  week,  and  all  actions 
taken  should  be  guided  by  this 
fact. 

“Information  reaching  us  from 
the  industry  indicates  that  most 
managements  arev  planning  to 
spread  their  now  limited  supplies 
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SftED  BOAT— PAT  O’BUEN,  PHILA.  .  ACCESSORIES— BONWIT-TELUI,  PHIIA. 

9^€ll€iHa  ....  SUMMER  HOSIERY  PROMOTIONS 

Lasting  beauty — miles  more  wear... extra  dullness... extra  softness... 
extra  fine  and  sheer  appearance. . .  extra  resistance  to  snags  and  pulls  and 


runs . . .  extra  resistance  to  water  spots.  These  features  beep  Durafieau 
finished  brands  moving,  without  marhdowns,  almost  without  effort. 


DmUpaa  SMirry  RnifliM  arp  produrti  af  SCHOLIER 
M08.,  INC.,  Maaafartuppra  af  Textilp  Saapa,  Saflenen, 
OSi,  Fiaiihra,  Cailiaa  and  Waatmarplaad  Sla., 
mitdplpkia',  Fa.t  St.  Calnarinpa,  Oniaria,  Canada. 
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of  silk  into  as  many  units  of  ho¬ 
siery  as  possible.  This  would  take 
the  form  of  producing  in  the  imme¬ 
diate  future  constructions  in  which 
silk  is  confined  to  limited  areas  of 
the  stocking,  or  is  mixed  with 
other  fibers.  The  present  condi¬ 
tion  invites  such  a  program  and  it 
may  apply  to  other  yarns  as  well.” 

*  *  * 

W'e  hear  that  about  three  hun¬ 
dred  types  of  cotton  and  lisle  full 
fashioned  hosiery  will  be  classified 
and  defined  in  a  dictionary  to  be 
put  out  by  the  Department  of  Agri¬ 
culture  in  the  near  future.  It  is 
rep>orted  that  the  first  of  a  series 
to  be  comprised  of  four  books,  will 
be  released  in  time  for  use  this 
coming  season,  and  that  pictures 
about  three  and  a  half  times  the 
size  of  swatches  will  be  used  instead 
of  swatches.  Exact  stitch  arrange¬ 
ments  will  be  shown  in  the  rear 
section  of  each  book.  It  is  exp>ect- 
ed  that  some  twenty  different 
hosiery  typ>es  will  be  worked  out 
each  month  and  that  it  will  take 
several  months  to  complete  the 
project.  A  large  part  of  the  stitches, 
it  is  claimed  will  be  of  the  mesh 
type. 

The  Department  of  Agriculture 
has  been  working  for  some  time 
on  a  cotton  hosiery  program  and 
many  new  developments  will  be 
included  in  the  dictionary.  Much 
of  the  cotton  used  in  experiments, 
we  understand  was  grown  under 
government  supervision  and  is  of 
long  staple  and  high  grade  quali¬ 
ties  and  spun  also  under  its  super¬ 
vision.  It  is  said  that  some  new 
developments  include  “tweed”  ef¬ 
fects,  wide  and  narrow  ribs,  mesh 
and  lace  effects  made  up  in  new 
and  p>opular  colors  and  color  com¬ 
binations. 

It  is  ref>orted  that  studies  are 
still  being  conducted  on  the  wear¬ 
ing  qualities  of  hosiery  for  nurses, 
students  and  men’s  hosiery. 

•  •  * 

Hosiery  manufacturers  report 
that  getting  sufficient  transfers  and 
labels  to  comply  with  the  require¬ 
ments  of  the  Wool  Products  Label¬ 
ing  Act  is  still  a  problem.  Many 
report  that  goods  are  ready  for 
shipment  but  delivery  is  delayed 
because  manufacturers  of  transfers 
and  labels  are  few  and  the  heavy 


” V  for  Victory” 


CAPITALIZING  on  Ameri¬ 
ca’s  interest  in  the  “V  For 
Victory”  campaign,  Simplicity 
Pattern  Company  last  month  in¬ 
troduced  “V”  patterns  for  distri¬ 
bution  through  the  Western 
Hemisphere,  England,  Australia. 

The  dress  is  presented  in  two 
versions.  One  with  V-neckline, 
V-shaped  bodice  and  skirt  yokes 
carries  on  the  belt  the  legend  “V 
For  Victory”  alternating  with  the 
Morse  code  V  in  dot— dot— dot- 
dash. 

The  second  “V”  featured  V- 
shaped  shoulder  section  and 
pocket  flaps.  On  the  flaps  are  em¬ 
broidered  the  opening  notes  of 
Beethoven’s  Fifth  Symphony— 
the  equivalent  to  “V”  in  tele¬ 
graphic  code.  Around  the  belt 
are  the  words  “V  For  Victory.” 


demands  made  of  them  are  greater 
than  they  can  meet.  This  condi¬ 
tion  is  a  temporary  one  and  the 
National  Association  of  Hosiery 
Manufacturers  in  their  regular 
weekly  bulletin  to  members,  ask 
indulgence  of  all  in  the  industry 
on  delayed  shipments. 


More  on  Corset 
Market  Dates 

That  not  all  manufacturers 
of  corsets  are  in  favor  of  ad- 
\ancing  corset  market  weeks  from 
July  and  January  to  June  and 
December  (rep>orted  in  the  July 
issue  of  The  Bulletin)  is  evi¬ 
denced  by  the  following  letter  re¬ 
ceived  from  one  of  the  industry’s 
leading  houses. 

No  Time  to  Change  Dates 

This  manufacturer  reasons  as 
follows: 

“In  our  opinion  it  is  poor  judg¬ 
ment  to  create  further  in  the  min^ 
of  the  buyers  and  merchants 
throughout  the  country  that  this 
is  a  sellers’  market,  which  gives  us 
arbitrary  powers— for  these  reasons: 

“1.  Curtailment  of  styles  will 
restrict  emphasis  on  fixed  market 
week.  If  restrictions  of  supply  be¬ 
come  stringent,  the  week  will  have 
little,  if  any,  significance.  There 
will  be  re-designing  necessitated  by 
these  restrictions,  but  that  will  be 
taken  in  stride  when  the  time 
comes. 

“2.  Houses  featuring  nationally 
advertised  brands  are  stock  houses 
and  do  not  depend  on  market 
week  to  determine  their  manufac¬ 
turing  requirements. 

“S.  Buyers  who  seek  lines  that 
are  not  presented  by  traveling  rep¬ 
resentatives  are  mostly  the  large 
users.  These  buyers  can  give  the 
manufacturers  sufficient  time  by 
going  to  market  in  November  or 
early  December. 

“4.  This  is  not  the  time  to 
create  a  spirit  of  independence  by 
insisting  on  a  radical  change  of 
market  season.  The  retailers,  to 
say  nothing  of  the  manufacturers, 
are  going  to  have  many  serious 
problems  too  numerous  to  men¬ 
tion-why  complicate  the  plan¬ 
ning? 

“In  view  of  uncertainties  and 
priorities  which  are  still  to  be  de¬ 
termined,  it  is  advisable,  in  our 
opinion,  to  defer  decision  on  a 
definite  market  date  for  about  60 
days.” 

Editor’s  Note:  We'd  like  to  hear 
more  from  readers  on  this  question 
of  Corset  Market  dates,  so  that  gen¬ 
eral  retail  opinion  may  be  known. 
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Fur  Trimmed  Coats  Raise  Real  Tax  Problem 

Not  being  the  maker,  retailer  may  have  dit- 
ficulty  determining  ^'material  of  chief  value”. 


“Section  2401.  Tax  on  Furs. 

“There  is  hereby  imposed  upon  the  following  articles 
sold  at  retail  a  tax  equivalent  to  10  per  centum  of  the  price 
for  which  so  sold:  Articles  made  of  fur  on  the  hide  or  pelt, 
and  articles  of  which  such  fur  is  the  component  material  of 
chief  value.” 

*  *  *  * 

“Section  2405.  Leases,  Conditional  Sales,  etc. 

“In  the  case  of  (a)  a  lease,  (b)  a  contract  for  the  sale 
of  an  article  wherein  it  is  provided  that  the  price  shall  be 
paid  by  installments  and  title  to  the  article  sold  does  not 
pass  until  a  future  date  notwithstanding  partial  payment  by 
installments,  or  (c)  a  conditional  sale,  there  shall  be  paid 
upon  each  payment  with  respect  to  the  article  that  portion 
of  the  total  tax  which  is  proportionate  to  the  portion  of  the 
total  amount  to  be  paid  represented  by  such  payment.  No 
tax  shall  be  imposed  under  this  chapter  on  the  sale  of  any 
article  taxable  under  section  2400  or  section  2401  if  with 
respect  to  such  article  the  lease,  contract  for  sale,  or  condi¬ 
tional  sale  was  made,  delivery  thereunder  was  made,  and  a 
part  of  the  consideration  was  paid,  before  July  1,  1941.” 


WITH  the  tax  bill  in  actual 
language,  the  battle  of  the 
tax  on  furs  passed  last 
month  from  the  retailer,  manufac¬ 
turer,  dresser  front  to  the  sector  of 
legal  uncertainty.  For  months  the 
industry  has  been  divided  on  the 
most  practical  form  of  tax— retail¬ 
ers  and  others  recommending  that 
the  tax  be  placed  at  point  of  dress¬ 
ing.  This  has  been  opp>osed  by 
some  manufacturers  and  dressers. 

Not  knowing  what  form  the  tax 
would  actually  take,  retailers  up  to 
now  have  been  confused.  They 
nevertheless  have  had  to  arrange 
their  affairs  so  that  garments  sold 
during  August  would  meet  the 
provisions  of  the  tax  bill.  With  no 
definite  language  to  go  on,  until 
the  Ways  and  Means  Committee  of 
the  House  actually  presented  the 
tax  bill,  this  was  quite  a  problem 
for  the  stores,  es|>ecially  with  re¬ 
gard  to  taking  care  of  contem¬ 
plated  layaway  sales. 

Now  that  we  have  the  bill  in 
actual  form  there  is  a  definite  dif¬ 
ference  of  opinion  among  the  legal 
fraternity  as  to  what  certain  pro¬ 
visions  of  the  contemplated  law 
actually  mean.  Some  say,  “it  does,” 
others  say,  “in  my  opinion  it  does 
not.”  In  this  discussion,  the  re¬ 
tailer  has  been  comp>elled  to  give 
way  to  the  lawyer,  who  must  ad¬ 
vise  store  clients  as  to  what  to  do 
until  the  government  regulations 
clear  up  all  doubt  and  that  may 
not  be  for  some  time. 

Some  Questions  Raised 

These  problems  include:  under 
what  circumstances  is  the  tax  im¬ 
posed  on  fur  garments  sold  in 
August,  or  before  the  law  goes  in¬ 
to  effect?  Does  the  coat  have  to  be 
paid  for  and  delivered  before  the 
law  is  passed,  in  order  to  avoid  tax 
payment?  Can  it  be  charged  and 
delivered?  Or,  is  it  sufficient  to  be 
able  to  show  that  the  garment  was 
actually  set  aside  and  that  the 
store’s  intention  is  to  pass  title  to 
the  customer  even  though  full  pay¬ 


ment  has  not  been  made?  Can  the 
tax  be  included  in  the  price? 

Differing  opinions  are  given  on 
all  of  these  questions.  We  learn, 
however,  that  at  the  moment  some 
stores  are  planning  to  make  no 
issue  of  the  tax  on  garments  sold 
now  until  after  the  tax  is  passed. 
They  then  plan  to  advise  their 
customers.  On  the  other  hand, 
others  are  arranging  to  place  a 
legend  on  the  sales  check,  notify¬ 
ing  customers  that  a  Federal  tax  is 
about  to  be  passed,  and  if  the  gar¬ 
ment  purchased  is  taxable,  the  cus¬ 
tomers  will  be  expected  to  pay  the 
tax.  They  believe  it  better  to  have 
the  tax  settled  at  the  time  of  sale. 
Hera  again  “you  pays  your  money 
and  takes  your  choice.” 

Re  Fur  Trimmed  Garments 

From  the  viewpoint  of  actual  ad¬ 
ministration  of  the  tax  by  stores, 
the  provision  which  says  “articles 
of  which  such  fur  is  the  component 
material  of  chief  value,”  may  well 
furnish  the  greatest  problem.  Noth¬ 
ing,  of  course,  will  be  definite  until 


after  the  Treasury  Department  has 
issued  its  interpretations,  but  being 
identical  to  the  clause  in  the  1918 
and  1932  laws,  retailers,  who  ex¬ 
perienced  these  two  tax  laws,  are 
concerned  over  the  likelihood  of 
the  Treasury  Department  ruling  as 
it  did  in  those  years. 

Then  it  was  ruled  that  if  the  fur 
trimming  on  a  cloth  coat  was  of 
greater  value  than  the  combined 
value  of  the  cloth,  lining,  etc.,  the 
tax  attached  to  the  full  selling 
price  of  the  coat.  As  pointed  out 
in  The  Bulletin  last  month,  the 
situation  is  different  this  time,  in¬ 
asmuch  as  the  tax  is  assessed  on 
the  retail  sale.  In  the  other  laws, 
the  tax  was  impiosed  at  the  point 
of  manufacture  and  retailers  were 
not  concerned  with  the  tax  except 
as  an  extra  cost  of  doing  business 
which  the  manufacturer  passed  on. 
The  necessary  information  to  de¬ 
termine  the  value  of  the  fur  in  re¬ 
lation  to  the  cost  of  other  ma¬ 
terials  was  then  readily  available 
for  the  man  who  made  the  garment 
(Continued  on  page  65) 
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Departmental  Evaluation  in  Smaller  Stores 

By  P.  E.  ScHiMP 

Office  Manager,  Watt  &  Shand,  Inc.,  Lancaster,  Pa. 


A  N  article  appearing  in  the 
April  issue  of  The  Bulletin 
by  H.  I.  Kleinhaus  treats 
on  the  subject  of  indices  for  the 
measurement  of  the  merchandising 
success  of  departments.  The  Aczel 
Index  is  shown,  complemented  by 
Sales  %  to  Total  Store,  and  a  re¬ 
sulting  Weighted  Contribution  In¬ 
dex  is  thereby  introduced,  with  the 
author’s  inference  that  it  is  capa¬ 
ble  of  further  development  or 
adaptability. 

This  article  is  not  a  develop¬ 
ment  of  Mr.  Kleinhaus’  theory  of 
index,  but  is  the  introduction  of  a 
theory  on  departmental  profit  de¬ 
termination  which  is  in  some  ways 
akin  to  the  weighted  contribution 
index  theory,  written  with  the  de¬ 
sire  to  provoke  thought  along  a 
new  line  of  approach  to  retail  cost 
accounting.  The  reactions  of  mem¬ 
bers  will,  be  welcomed  as  a  contri¬ 
bution  to  the  refinement  and  the 
practical  application  of  the  idea. 

In  the  introductory  comments  of 
the  1940  Departmental  Merchan¬ 
dising  and  Operating  Results  of 


Department  Stores  the  fact  is  men¬ 
tioned  that  few  stores  in  the  group 
“under  §500,000— find  it  practical 
to  develop  profit  and  loss  figures 
for  separate  departments  because 
equitable  distribution  of  indirect 
expenses  for  departments  is  not 
feasible  in  most  instances”.  This 
particular  group  represented  near¬ 
ly  12%  of  the  total  reports  sub¬ 
mitted  for  study.  It  is  hoped  that 
this  theory  will  be  of  value  for 
their  use,  esp>ecially  in  the  prepara¬ 
tion  of  comparable  departmental 
results. 

It  is  conceded  that  no  theory  of 
expense  distribution  can  be  accur¬ 
ate,  nor  will  any  theory  be  without 
some  inherent  weaknesses.  The 
present  plan  of  expense  distribu¬ 
tion  is  criticized  because  too  large 
a  portion  of  exp>enses  are  prorated 
on  the  basis  of  the  departmental 
sales.  The  Clark  Plan  is  capable  of 
hiding  errors  of  management,  and 
therefore  has  its  critics. 

This  theory  also  has  weaknesses; 
in  fact,  it  directly  absorbs  the  above 
mentioned  plans  in  its  formula  of 


departmental  cost  finding. 

Its  merit  lies  in  the  fact  that  it 
is  based  on  a  new  and  simpler  con¬ 
cept  of  relative  participation  by 
departments  in  the  management  or 
inescapable  expenses  of  store  Of)era- 
tion. 

Every  department  has  certain  op¬ 
erating  characteristics,  such  as  vol¬ 
ume  of  sales,  earning  capacity,  capi¬ 
tal  turnover,  and  others.  Any  one 
of  these  examined  individually  will 
reveal  a  strength,  normalcy,  or 
weakness  in  relation  to  the  same 
activity  within  other  departments. 
If  we  now  take  these  characteristics 
of  a  department,  give  them  a  meas¬ 
urement  in  relation  with  the  store 
total,  determine  the  mathematical 
average  of  these  measurements,  we 
then  have  a  “weighted  expense 
ratio”,  which  becomes  the  basis  of 
distribution  of  the  inescapable  ex¬ 
penses.  To  understand  the  make¬ 
up  of  this  theory,  let  us  explore 
each  factor  separately,  noting  the 
apparent  merits  or  weaknesses. 

As  our  first  factor  we  take  the 
Clark  Contribution,  which  is  the 


Chairman,  Controllars'  Con9ras$  <  Chairman,  Cradit  Managament  Division  Chairman,  Retail  Palivary  Group 

BEN  D.  BLACK  J.  D.  KEMPER  JOHN  F.  ACKERMAN 

Wm.  Hangarar  Co.,  Buffalo,  N.  Y.  Mandal  Bros.,  Chicago  Krasga  Dapt.  Stora,  Nawark,  N.  J. 
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gross  margin  less  directly  charge¬ 
able  expenses  of  advertising,  and 
selling  salaries.  The  dollar  contri¬ 
bution  of  the  department  is  repre¬ 
sented  as  a  %  of  the  total  store 
contribution.  This  contribution  % 
represents  potential  characteristic 
of  the  department.  As  our  theory 
develops  it  will  be  evident  that  the 
larger  contributing  departments 
will  be  bearing  a  larger  proportion 
share  of  the  management  expenses. 
This  is  concurrent  with  the  pre¬ 
vailing  thought  in  taxation,  that 
those  earning  the  larger  incomes 
must  bear  a  larger  portion  of  the 
expense  of  governmental  operation. 
Likewise  a  department  would  be 
penalized  if  it  increased  its  contri¬ 
bution  through  having  a  more 
profitable  merchandising  year,  with 
no  increase  in  sales  volume.  At 
first  glace  this  will  seem  to  be  in¬ 
flicting  a  penalty  for  effort  expend¬ 
ed  in  the  p>erfection  of  merchandis¬ 
ing  methods.  However,  larger  con¬ 


tribution  figures  also  can  be  the  re¬ 
sults  of  larger  cumulative  markon 
in  a  field  where  competition  is 
weak,  or  sales  resistance  is  low.  In 
this  respect  our  %  of  contribution 
factor  will  serve  as  a  deterrent  to 
profiteering  tendencies,  and  as  such 
will  be  welcomed  by  retailers  at 
this  time. 

Other  Factors  Examined 

The  second  factor  is  the  volume 
of  sales  percentage.  Probably  no 
other  single  factor  has  received  as 
much  criticism  as  this  one,  but  it  is 
universally  agreed  that  expenses  do 
rise  with  increased  volume  and 
should  drop  with  decreased  vol¬ 
ume,  although  admittedly  there  is 
no  definite  proportional  relation 
betw’een  sales  and  expenses.  Sales 
volume  indicates  size  characteristic 
and  as  such  we  include  it  in  the 
weighted  expense  ratio  markup. 

Our  third  factor  is  the  capital 
turnover  percentage,  expressed  as  a 
department’s  average  invested  capi¬ 


tal  in  relation  to  the  total  store 
average  invested  capital.  This  fac¬ 
tor  definitely  places  a  reward  on 
the  departments  capable  of  produc¬ 
ing  better  turnover,  and  conversely 
it  will  penalize  those  departments 
with  slow  moving  stocks.  It  is  the 
velocity  characteristic  of  the  de¬ 
partment,  in  that  it  reflects  the 
effect  of  inventory  turnover. 

Other  factors  could  be  intro¬ 
duced  into  the  weighted  expense 
ratio,  such  as  number  of  sales  trans¬ 
actions,  area  of  selling  space,  or 
sales  per  square  foot  of  selling  area. 
However,  to  avoid  hiding  the  prin¬ 
ciple  in  details,  let  us  use  only  the 
three  factors  given,  as  they  are 
probably  the  more  representative 
ones  in  this  respect  that  they  weigh 
the  Size,  Potentiality,  and  the  Ve¬ 
locity  of  departmental  activity. 

In  order  to  examine  the  op>era- 
tion  of  the  theory  two  schedules  are 
presented.  Schedule  “A”  shows  the 
method  of  determining  the  Weight- 
(Contimied  on  page  60) 


Schedule  A 

DETERMINATION  OF  DEPARTMENTAL  WEIGHTED  EXPENSE  RATIOS 


1. 

PERCENTAGE  OF  SALES 

#15 

Domestics 

#23 

Notions 

#37 

Hosiery 

#51-W 
Coats 
&  Suits 

#61 

Men’s 

Clothing 

#73 

Floor 

Coverings 

#92 

Sporting 

Goods 

VOLUME  . 

1.30 

1.50 

3.50 

3.00 

2.80 

2.20 

0.70 

2. 

CONTRIBUTION  PERCENTAGE 

1.14 

1.52 

3.55 

3.19 

2.48 

2.23 

0.55 

3. 

PERCENTAGE  OF  AVER.AGE 
INVE.STED  CAPITAL  . . 

1.45 

1.62 

2.13 

1.52 

4.31 

3.15 

1.09 

3)3.89 

3)4.64 

3)9.18 

3)7.71 

3)9.59 

3)7.58 

3)2.34 

4. 

WEIGHTED  EXPENSE  RATIO.. 

1.30 

1.55 

3.06 

2.57 

3.20 

2.53 

0.78 

DEPARTMENTAL 

Schedule  B 
PROFIT  &  LOSS 

STATEMENT 

#15_ 

Domestics 

#23 

Notions 

#37 

Hosiery 

#51-W 

Coats 
&  Suits 

#61 

Men’s 

Clothing 

#73 

Floor 

Coverings 

#92 

Sporting 

Goods 

1.  GROSS  MARGIN  . 

32.6 

39.3 

35.7 

38.0 

33.7 

36.6 

32.7 

2.  DIRECT  (Escapable)  EXPENSES 

8.4 

11.3 

7.7 

8.6 

9.2 

8.6 

10.8 

3.  CONTRIBUTION  . 

24.2 

28.0 

28.0 

29.4 

24.5 

28.0 

21.9 

4.  INDIRECT  (Inescapable)  EX¬ 
PENSES  (prorated  on  weighted  ex¬ 
pense  ratio — see  item  No.  4  in  Sched¬ 
ule  A.)  . 

25.0 

25.8 

21.9 

21.4 

28.6 

28.8 

27.8 

S.  DEPARTMENTAL  PROFIT  OR 
LOSS  . . . 

—0.8 

2.2 

6.1 

8.0 

—4.1 

—0.8 

—5.9 

6.  PROFIT  OR  LOSS  (as  shown  in 
1940  M.O.R.)  . 

—0.1 

3.1 

7.8 

5.8 

1.7 

2.3 

—4.3 
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The  Major  Appliance  Salesman  Can  Play 
an  Important  Part  in  Defense 

By  James  R.  Abrams 

Advertising  Director,  Association  of  Gas  Appliance  &  Equipment  Manufacturers 


A  nutrition  program  is  an  essential  part  of  National  Defense 
preparation.  Reports  and  letters  from  England  indicate  that 
public  utilities  and  gas  and  electric  service  corporations  are 
doing  a  large  share  in  educating  civilians  to  get  the  maximum 
nutrition  value  out  of  available  food  supplies.  Mr.  Abrams 
sees  in  A.G.A.E.M.  educational  program  an  opportunity  for  re¬ 
tailers  to  contribute  to  a  general  knowledge  of  good  nutrition  here. 


A  NATURAL  question  on  every¬ 
one’s  lips  at  present  is,  “How 
’may  I  contribute  to  the  Na¬ 
tional  Defense  program?”  And  be¬ 
cause  of  the  government’s  nation¬ 
wide  effort  to  direct  the  eating 
habits  of  the  country  toward  more 
healthy  diets,  the  gas  range  sales¬ 
man  realizes  that  he  is  pretty  much 
on  the  s{>ot  for  the  reason  that 
many  consumer  questions  will  now 
be  posed  that  he  would  not  have 
been  expected  to  answer  a  few 
years  ago.  But  he  also  realizes  that 
he  can  make  an  invaluable  contri¬ 
bution  to  the  consumer,  and  thus 
to  the  National  Defense  program, 
if  he  is  properly  informed  with  re¬ 
spect  to  the  function  and  objectives 
of  the  government’s  nutritional 
activity. 

Designed  to  dramatize  the  nu¬ 
trition  program  as  an  essential  part 
of  the  National  Defense  activity,  a 
three  day  National  Conference  on 
Nutrition  opened  in  Washington 
in  the  latter  part  of  May,  under  the 
Chairmanship  of  Paul  V.  McNutt, 
Administrator  of  the  Federal  Se¬ 
curity  Agency  and  Coordinator  of 
Health,  Welfare  and  Related  De¬ 
fense  Activity.  Mr.  McNutt  set  the 
temjK)  for  the  conference  with  his 
talk,  “The  Challenge  of  Nutri¬ 
tion,”  which  was  followed  by  other 
important  addresses  by  Vice-Presi- 


JAMES  R.  ABRAMS 


dent  Henry  A.  Wallace;  Dr.  Russell 
Wilder  of  the  Mayo  Clinic;  Claude 
R.  Wickard,  Secretary  of  Agricul¬ 
ture;  Frances  Perkins,  Secretary  of 
Labor;  Harriet  Elliot,  Consumer 
Advisor  in  the  Office  of  Price  Ad-‘ 
ministration  and  Civilian  Supply; 
Dr.  Thomas  Parran,  Surgeon  Gen¬ 
eral,  United  States  Public  Health 
Service,  and  Mrs.  Franklin  D. 
Roosevelt.  M.  L.  Wilson,  Director 
of  Extension  Work  of  the  U.  S.  De¬ 
partment  of  Agriculture,  presided 
as  Chairman  of  the  Nutrition  Ad¬ 
visory  Committee. 

Because  the  government’s  nutri¬ 
tion  program  stresses  the  fact  that  a 


close  attention  to  vitamins— the 
“spark  plugs  of  the  human  system” 
—will  increase  the  endurance,  the 
nerve  health  and  the  general  well¬ 
being  of  the  nation,  the  gas  indus¬ 
try,  through  the  Association  of  Gas 
Appliance  and  Equipment  Manu¬ 
facturers,  comes  forward  with  a 
resume  of  its  own  vitamin  activity, 
in  the  belief  that  it  comprises  an 
excellent  groundwork  for  the  floor 
salesman’s  modern  gas  range  sales 
story. 

The  C-P  Range 

The  gas  industry  has  long  pion¬ 
eered  in  developing  equipment, 
now  available  in  most  of  the  lead¬ 
ing  dealer  and  department  stores 
in  the  country,  which  permits  the 
housewife  to  cook  food  in  such  a 
manner  as  to  retain  its  important 
vitamins  and  minerals.  Only  a  few 
years  ago  its  technologists  intro¬ 
duced  the  Certified  Performance 
Gas  Range,  which  is  scientifically 
designed  to  permit  waterless  cook¬ 
ing,  to  eliminate  the  necessity  for 
prolonged  frying,  and  to  save  the 
health  value  of  meat  through  re¬ 
duction  of  meat  shrinkage  by  cook¬ 
ing  in  specially  designed  ovens. 

In  order  to  bring  the  food  and 
health  story  closer  to  the  floor 
salesman,  the  Association  of  Gas 
Appliance  and  Equipment  Manu- 
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facturers  developed  an  educational 
health  program  shortly  after  the  in¬ 
troduction  of  the  Certified  Per¬ 
formance  Gas  Range,  which  is  de¬ 
signed  to  show  the  functional  pos¬ 
sibilities  of  the  modern  gas  range, 
with  particular  emphasis  on  the 
necessity  for  preserving  the  vitamin 
and  mineral  content  of  foods. 

A.  G.  A.  £.  M.  Program 

This  program,  now  being  spon¬ 
sored  throughout  the  nation  by  the 
Association’s  field  counsellors,  is 
carried  through  by  means  of  a  ser¬ 
ies  of  charts  entitled,  “The  New 
Knowledge  of  Food  and  Its  Rela¬ 
tion  to  Health.”  The  charts  are 
also  adaptable  for  group  demon¬ 
strations  in  the  homes  of  recent  gas 
range  purchasers,  as  well  as  for 
women’s  club  groups  and  general 
industry  activities,  and  form  the 
basis  of  a  talk  that  is  particularly 
well  adapted  for  use  on  the  sales 
floor  of  the  major  appliance  de¬ 
partment  in  selling  those  consum¬ 
ers  who  recognize  the  value  and  the 
present  necessity  for  conforming  to 
the  government’s  nutrition  pro¬ 


a  good  constitution,  but  that  lead¬ 
ing  doctors  and  dieticians  have 
made  available  conclusive  knowl¬ 
edge  to  refute  such  a  notion.  Says 
Dr.  Henry  C.  Sherman,  Professor 
of  Chemistry  at  Columbia  Uni¬ 
versity,  “What  has  recently  been 
learned  of  the  relation  of  food  to 
health  constitutes  one  of  the  major 
scientific  developments  of  our 
time.” 

Everyone  knows  that  the  body  is 
built  and  maintained  only  by  food. 
We  eat  to  live,  and  approximately 
one-third  of  our  income  goes  for 
food.  An  average  of  one  ton  of  food 
per  person  per  year  is  consumed, 
which  means  four  tons  of  food  per 
family  per  year,  yet  few  people  are 
prepared  to  give  logical  reasons 
why  they  eat  what  they  eat.  Many 
present  day  food  authorities  concur 
in  the  opinion  that  in  this  fast 
tempo  of  living  practically  the  en¬ 
tire  list  of  diseases  known  to  man, 
from  defective  teeth  to  serious  ill¬ 
nesses,  is  due  to  faulty  eating 
habits,  improper  food,  or  to  food 
improperly  prepared.  “Food  is  the 
medicine  of  the  future,”  says  Dr. 


to  the  standards  which  nature  in¬ 
tended,  and  this  can  be  accom¬ 
plished  only  by  supplying  the  body 
with  an  ample  daily  supply  of  min¬ 
erals.  Prop>erly  prepared  foods  must 
supply  these  mineral  needs.  How¬ 
ever,  an  im|X>rtant  fact  to  be  re¬ 
membered  is  that  even  if  these 
minerals  are  plentiful  in  the  food 
we  eat,  they  cannot  be  absorbed  by 
the  body  without  the  aid  of  that 
other  important  food  element 
known  as  vitamins.  Dr.  Benjamin 
Harrow  states  that  “Vitamins  are 
substances  whose  presence  in  food 
is  essential  to  our  well-being,  their 
absence  making  life  impossible.” 
He  therefore  asks,  “What  more 
pressing  problem  today  than  food?” 

An  imjKjrtant  jjoint  for  the 
housewife  to  remember  is  that 
vegetables  are  only  rich  in  min¬ 
eral  and  vitamin  content  if  prop¬ 
erly  cooked.  In  vegetable  cook¬ 
ery  most  of  the  vitamins  and 
minerals  may  be  lost  or  destroyed 
by  improp>er  cooking,  by  one  or 
both  of  the  following  destructive 
cooking  methods  —  evap>oration 


gram. 

The  talk  is  based  on  the  premise 
that  there  is  no  longer  any  need 
to  take  the  fatalistic  attitude  that 
superior  health  can  be  attributed 
only  to  the  luck  of  being  born  with 


Harvey  W.  Wiley,  former  chief  of 
the  U.  S.  Department  of  Food  and 
Drugs. 

To  maintain  the  health  so  neces¬ 
sary  to  the  nation  today,  it  is  nec¬ 
essary  to  keep  the  system  built  up 


Ohio  State  Univiriity 
Dept,  of  Home  Economics 

SHOWS  aOUOSSo  MEAT 

BrmsKTOiPiii/irmcBme 


Charts  in  the  A.G.A.E.M.  series  show  relative  mineral  and 
vitamin  content  ot  vegetables,  dramatize  meat  shrinkage 
in  improper  cooking. 
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into  air  with  excess  heat  or  steam,  or  by  being  dis¬ 
solved  and  lost  in  excess  cooking  water.  You  boil 
coffee,  drink  the  liquid,  and  throw  away  the  coffee 
grounds.  Does  it  not  follow  then  that  if  food  is 
boiled  in  excess  water  what  you  eat  is  the  lifeless 
\egetable  pulp,  and  that  the  liquid  you  throw  away 
contains  much  of  the  mineral  and  vitamin  content? 

To  prove  the  folly  of  such  methods,  the  U.  S.  Bu¬ 
reau  of  Home  Economics  says,  “Cooking  vegetables  in 
the  smallest  possible  quantity  of  water  saves  much  of 
the  vitamin  and  mineral  content.”  For  some  time 
“minimum  water”  or  so-called  “waterless  cooking”  has 
been  advocated,  but  many  homemakers  found  it  im¬ 
possible  and  inconvenient  because  of  obsolete  cooking 
equipment.  Thousands  of  obsolete  gas  ranges  in  use 
today  still  have  the  old  “star”  type  gas  burners.  Since 
this  type  of  burner  has  no  simmer  heat  and  since  it  is 
practically  impossible  to  adjust  it  to  low  heats,  be¬ 
cause  of  the  large  gas  outlets,  low  temperature  cook¬ 
ing  of  vegetables  with  little  or  no  water  in  the  utensil 
is  practically  impossible.  ^V^ith  such  burner,  it  is 
necessary  to  use  excess  water  in  order  to  insulate  the 
vegetables  from  the  ravages  of  excess  heat. 

Unscientific  Cooking  Now  Unnecessary 

When  the  need  for  more  scientific  food  preparation 
became  known,  the  gas  industry  s[)ent  long  and  inten¬ 
sive  effort  to  perfect  a  new  type  of  burner  which  would 
give  lower  heats  than  ever  before,  and  at  the  same  time 
give  a  variety  of  heats  in  between.  With  the  introduc¬ 
tion  of  the  Certified  Performance  Gas  Range,  health¬ 
ful,  waterless  cooking  was  made  easy,  simple  and 
practical,  giving  finger-tip  control  with  perfect  accura¬ 
cy  for  any  cooking  need.  The  exclusive  features  of 
this  modern  gas  range  afford  scientific  health  cookery, 
which  saves  precious  vitamins  and  minerals  for  build¬ 
ing  and  protecting  the  health  of  the  nation’s  families. 

It  is  for  their  energy  building  and  mineral  and 
vitamin  content  that  meats  are  also  important  in  the 
diet.  The  Department  of  Agriculture  suggests  for  the 
average  family  of  four  people,  ten  p>ounds  of  meat  or 
fish  per  week.  But  again  these  foods  have  a  much 
greater  food  value  if  they  are  properly  cooked,  be¬ 
cause  the  greatest  loss  of  meat  food  value  is  caused 
by  excess  shrinkage  from  overcooking  and  destructive 
high  temp>eratures.  Unscientific  ovens  are  wasting 
meat  for  millions  of  American  homemakers  today. 
The  Ohio  State  University,  in  their  Department  of 
Home  Economics  tests,  showed  a  30%  loss  by  high 
temperature  cooking.  Local  health  authorities  also 
agree  that  another  peril  to  health  is  over-fried  foods, 
and  that  prolonged  frying  kills  the  delicate  vitamins. 

Purely  in  the  interest  of  health,  the  housewife 
knows  that  she  cannot  save  the  valuable  minerals 
and  vitamins  in  the  food  she  buys  if  it  is  not  properly 
cooked.  She  also  knows  that  she  cannot  hope  to  have 
the  food  she  buys  properly  cooked  if  she  does  not 
possess  the  proper  modern  cooking  appliance. 

That  is  why,  when  the  major  appliance  salesman 
asks,  “Can  I  contribute  to  the  National  Defense  Pro¬ 
gram?”  that  the  gas  industry  promptly  replies;  “There 
are  few  items  on  any  sales  floor  that  are  more  vitally 
important  to  the  government’s  national  nutrition  ac¬ 
tivity  than  is  the  modern  gas  range.” 


The  superb  styling  of  the  handsome  Caloric  Luxury 
Line  puts  it  in  a  class  by  itself  on  your  sales  floor— 
an  instant  eye-catcher. 

Attracted  by  its  beauty,  the  customer  next  wants 
to  know  about  performance.  And  here  Caloric  leads 
again — offering  more  modem  convenience  features 
than  any  other  range  on  the  market  I 

Show  your  customers  why  the  Caloric  one-piece 
top  is  so  much  better — so  much  easier  to  clean.  Show 
them  the  other  construction  advantages — the  waist- 
high  broiler,  the  high,  roomy  oven,  the  work-surface 
doors.  Most  important — be  sure  that  one  of  these  at¬ 
tractive  ranges  is  connected  to  gas.  Your  customers 
will  be  amazed  at  the  efficiency  of  the  Harper 
Burners — the  economy  of  the  super-insulated  oven. 

In  Caloric  Luxury  Ranges — your  customers  can 
have  everything  they  want  in  cooking  conve¬ 
nience.  But  your  profits  will  increase  faster  if  you 
demonstrate  Caloric  superiorities  I 

CALORIC  GAS  STOVE  WORKS  •  PHILADELPHIA,  PA. 
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Nothing  convinces  like  demonstrution 


rvEMONSTRATioNS  of  the  Harper 
^  Burner  System  perform  a  job  of 
'ital  importance  to  the  ^as  industry. 
They  prove  the  continuing  superiority 
oUas  as  a  fuel. 

Actual  demonstration  shows  modern 
cooking  at  peak  efficiency  . . .  gives  life 
and  meaning  to  the  Harper  principle 
‘2  burners  in  1”!  It  permits  your 
customers  to  check  for 
fldSswJh  themselves  the  time-sav¬ 


ing  speed  of  the  .STARTING  BURNER 
. . .  the  exactly  measured  boiling  heat 
of  the  tiny,  economical  COOKING 
BURNER  . . .  and  how  the  two  burners, 
t<»gether  or  independently,  quickly 
supply  every  required  heat. 

Let  your  customers  see  the  Harper 
Hurner  System  in  action  and  most  of 
your  selling  has  been  effectively  ac¬ 
complished!  They  see  at  once  that 
nothing  does  the  job  so  w  ell  as  Gas ! 


DEMONSTRATES  THAT  “GAS  DOES  IT  BEST” 


TURN  THIS  PAGE  FOR  PROOF 
THAT  DEMONSTRATION  PAYS  . . . 


STARTING 
BURNER  ON 


r 

,erv 

t  «rv«  ® 


•a  ’•*''^' 


Ur. 

8*^  vTaao^* 

cha®*^ 


Every  iu)iis<'uife  wants  to  serve  more  lieallhliil  foofls.  She 
i.in  .  .  .  «ilh  a  llar|»er-eqiiij)|>*‘»l  ran*:**.  \\  li\  nol  show  her 
hou-y  .  .  .  ami  make  her  tatnl  a  iiKxlern  new  gas  range? 


HARPER  BURNER 
SYSTEM 


The  Harper  Burner  System  o/teraten  on  the  unique 
principle  of  “?  burners  in  /”  ...  a  8TAKTI>G 
KIIKNKK  phma email.  ecinioinicalVOOWl^ti  BDKNKR, 
ln»th  controlletl  by  the  name  handle.  It  is  subject 
to  finer  ftratlations  of  low  h^ts — /treater  rtuitrol 
ami  ecimoiny — than  any  other^rttoking  unit  uiatle.' 


— one  of  the  slandards  of  lop  Imrner  performance  under 


Sliow  A’onr  customers  witli  a  I’yrex  vessel  and  a 
tlnTinonieter  tliat  the  “gentle”  flame  of  the  llarjier 
Bl  KNKK  keeps  the  eoiit«-iits  of  a  eo>ered 
vessel  at  exact  luuliitii  lusil, 

l''.\|ilaiii  that  when  water  is  kept  at  exact  hoiling 
heat  it  takes  more  than  an  hour  to  hoil  awa>  a 
ciiiiflil  .  .  .  that  therefore  a  eiipfiil  or  less  is  all  the 
water  rexphred  hy  this  hiirner  for  most  eistking! 

Now  |>oiiit  out  that  the  gentle  hoiling  of  the 
Harper  bi  knk.K.  togetlmr  with  the  small 

quantity  of  water  it  recpiires.  j»reser\es  manv  im¬ 
portant  vitamins  ami  minerals  whieh  lUherwise  are 
lost.  In  ordinarv  e<M>king  these  elements  are  lost  in 
two  w  ays — '’JhuHlid  nut"  in  exe«-ss  water*  and  “jostlal 
out"  hy  agitated  hoiling  which  so  often  breaks 
down  vegetable  fibre. 

Helpful  new  FREE  BOOKLET:  “H«»w  to  Sell  More 
Gas  Ranges”,  contains  a  series  of  (puck.  eon\ ineing 
demonstrations  proving  the  snperioritv  <d  the  iikmI- 
ern  gas  range.  Send  for  copies.  Ilarper-ll  vmiiii 
('.ampany,  H.i62  i  inrennes  Ireniie.  (jiirafio. 
s 

*Vitaiinn*  H.  (!  ainl  <>  art*  in  \Aal«*r.  So  art*  lurK**  iiiinmik 

H>ine  |»rolrin8.  M»iiir  aiitl  ^Muar.  airr  wiraiiieti  off  aial 

IMtiireil  |Im‘  ilrain  Ha«leH  valiiaUI**  niilrili\f 


irrW' 


Extensive  Remodeling  at  Lasalle  dC  Koch 
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New  second  floor  stresses 
clear  definition  and  visi¬ 
bility  of  the  individual 
departments. 


The  newly  remodeled  second 
floor  of  The  Lasalle  &  Koch 
Company,  Toledo,  stresses 
visibility,  clear  definition  of  de¬ 
partments  and  good  circulation. 
The  new  floor  houses  Women’s 
Shoes;  Underwear,  Negligees  and 
Corsets;  House  Dresses;  ^Vash 
Frocks;  a  Photo  Studio,  and  Public 
Lounge.  AVhen  fully  completed  it 
will  also  include  a  Powder  Room, 
Women’s  Rest  Room  and  Beauty 
Parlor. 

Back  fixtures  in  the  center  sell¬ 
ing  squares  are  below  eye  level, 
permitting  a  clear  view  of  all  de¬ 
partments  on  the  ll(M)r.  Each  de¬ 
partment  is  characterized  by  an 
illuminated  focal  display  or  a 
variation  in  color  aiul  design,  and 
is  thus  clearly  defined  even  though 
mot  enclosed  by  four  walls. 

The  SfuK*  Department  is  located 
at  a  45  degree  angle  to  the  floor, 
so  that  it  is  immediately  visible  and 
inviting  from  the  entrance  eleva¬ 
tors.  The  Shoe  Salon,  defined  by 
a  dropped  circular  ceiling,  provides 
the  focal  point  for  the  Shoe  De- 
prtinent.  Eye-level  fluorescent 
displays  are  used. 

In  the  House  Dress  section,  the 
usual  wood  hanging  case  with  its 
base,  pilasters,  cornices,  etc.,  is  re¬ 
placed  by  an  open  stretch  of  wall 
hanging,  with  fluorescent  lighting 
illuminating  the  signs  as  well  as 
the  merchandise.  This  design  also 
throws  a  good  deal  of  additional 
light  on  the  floor. 

Plastic  bowl  |x.MKlant  fixtures 
and  hollophane  flush  reflectors 
are  used  for  general  lighting. 
Fluorescent  reflectors  are  used  in 
all  show  cases  and  display  fixtures. 

The  remodeling  was  planned 
and  designed  by  Katzman  &  Good¬ 
man  of  New  York. 


Opan  stock  hanging  innovation  in  Housa  Drass  Dapartmant  laavat  both 
marchandisa  and  floor  fully  lightad. 


Bluaprint  of  ramodalad  sacond  floor  shows  placamant  of  Shoo  Departnfant 
at  an  anglo  to  the  olavators,  and  good  disposition  of  stock  spaco. 


n'TTTT 


Dropped  circular  calling  of  the  Shoe  Salon,  focal  point  of  Shoa  Department. 


FASTER 

FOR 

FASHIONS! 

Here’s  a  sure  way  to 
help  turnover  pick¬ 
up,  keep  inventory 
costs  at  a  minimum; 
When  you  order, 
simply  ask  the  whole¬ 
saler  or  factory  to 
send  your  shipment 
by 

Railway  Express. 

Faster  for  fashions — 
or  ’most  anything 
else — novelties,  furs, 
perfume  or  a  new 
display  for  your  win¬ 
dows.  Economical 
rates.  Just  phone  us. 

RAILWAY 

Express 

AGENCY  Inc. 


NATION-WIDE  RAIL-AIR  SERVICE 


Departmental  Evaluation  in  Smaller  Stores 

(Continued  from  page  53) 


ed  Expense  Ratios  for  seven  de¬ 
partments  set  up  on  the  basis  of 
data  from  Table  No.  3  of  the  1940 
M.  O.  R.  Each  department  select¬ 
ed  is  in  a  different  sales  group;  that 
is,  one  from  Piece  Goods,  Small 
Wares,  Ready-to-Wear,  Ready- to- 
Wear  Accessories,  Men’s  &  Boys’ 
Clothing,  Home  Furnishings,  and 
Miscellaneous.  These  seven  depart¬ 
ments  represent  15%  of  the  total 
store  sales  volume.  This  schedule 
needs  no  explanation  except  the 
Cumulative  Markon  %  shown  in 
the  1940  M.  O.  R.  was  used  in  cal¬ 
culating  the  average  invested  capi¬ 
tal. 

Schedule  “B”  shows  a  depart¬ 
mental  profit  and  loss  statement 
using  the  weighted  expense  ratios 
from  Schedule  “A”.  The  results  of 
the  weighted  expense  ratio  meth¬ 
od  are  compared  at  the  bottom  of 
Schedule  “B”  (Item  No.  6)  with 
the  results  shown  in  the  1940 
M.  O.  R.,  Table  No.  3.  The  differ¬ 


ences  are  not  negligible,  and  might 
be  overcome  to  some  extent  by  the 
introduction  of  other  factors  into 
the  weighted  expense  ratio,  or  by 
some  refinement  of  the  application 
of  the  weighted  expense  ratio 
theory. 

Mathematical  processes  must  not 
be  substituted  for  skilled  manage¬ 
ment.  However,  to  enable  the 
smaller  stores  to  have  some  com¬ 
parable  basis  for  departmental  ac¬ 
tivity,  and  to  enable  management 
to  have  access  to  such  a  basis  with¬ 
out  the  customary  “red  tap>e’’  of 
cost  accounting  procedure,  this 
plan  is  submitted  in  its  elementary 
forms. 

I  do  not  mean  to  offer  the  theory 
as  a  “tailor-made”  plan  which  will 
fit  every  small  store  system,  al¬ 
though  only  the  simplest  data  is 
required  for  the  formula,  namely: 
departmental  sales,  inventories  at 
retail,  selling  salaries,  advertising 
expenses,  and  indirect  expenses. 


Retailers  for  Defense  Program 

(Continued  from  page  17) 


ing  just  a  little  better  than  it 
ever  has  been  before. 

Seventh: 

See  that  your  Committee 
calls  the  attention  of  your  city, 
county  and  State  officials  to 
the  fact  that  retailing  is  mak¬ 
ing  a  spiecial  effort  during  the 
week  of  Retailers  for  De¬ 
fense,  beginning  September 


15th.  They  will  be  glad  to 
make  statements  concerning 
the  importance  of  retail  ser¬ 
vice.  Tell  them  of  the  efforts 
that  the  retail  trade  has  been 
making  to  help  keep  prices 
down.  Remember,  what  these 
officials  say  will  register  strong¬ 
ly  with  the  public  even  though 
it  may  not  mean  much  to  you. 


Important  Things  for  Retailers  to  Do 


Sell  Defense  Stamps 
The  U.  S.  Treasury  needs  help 
to  sell  these  stamps  and  bonds. 
When  the  government  needs  tanks 
and  planes  and  trucks  it  turns  im¬ 
mediately  to  the  automotive  in¬ 
dustry.  When  the  government 
needs  help  to  sell  something  why 
should  it  not  turn  immediately  to 
those  who  specialize  in  selling? 
There  is  a  big  selling  job  to  be 
done  to  raise  the  funds  which  Na¬ 
tional  Defense  makes  necessary. 
The  retailers  of  this  country  if  they 
concentrated  on  the  task— could 
sell  out  the  entire  issue  of  Defense 
Stamps  in  a  single  week!  Could 
there  be  any  better  way  to  build 
good  will  for  the  trade  than  to 


step  in  now  and  put  the  selling 
ability  of  American  retailers  be¬ 
hind  these  Stamps?  If  retailers  in 
an  emergency  period  needed  any 
justification,  could  anything  else 
provide  such  justification?  We  urge 
every  store  in  the  United  States  to 
sell  Defense  Stamps  during  Retail¬ 
ers  FOR  Defense. 

Elsewhere  in  this  issue  we  pub¬ 
lish  a  letter  from  Secretary  Mor- 
genthau  asking  for  this  coopera¬ 
tion.  Let  us  show  what  retailers 
can  do.  Maybe  you  have  thought 
this  job  was  up  to  the  banks  and 
the  post  offices?  Did  you  ever 
know  a  bank  Of  a  post  office  that 
actually  ever  sold  anything?  You 
can  go  there  and  buy  but  they  are 
not  sellers.  You  are.  This  is  the 
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An  excerpt  from  Libe'-‘y 
Mutual’,  new  .ound  .hde 
..SAFETY  MAKES  SALES. 


How  a  new  slide  film 
is  helping  to  prevent 
department  store  accidents- 
and  reduce  insurance  costs 


From  out  broad  experience  in  loss  prevention 
work  for  department  stores,  we  can  tell  you  this: 
If  you  want  your  employees  to  cooperate  to  make  your 
store  a  safer  place  to  work  and  shop,  plain  common 
sense,  spiced  with  a  little  laughter,  will  go  further  than 
a  dozen  sermons. 

That’s  why  the  new  Liberty  Mutual  slide  film  has 
been  so  successful  in  preventing  accidents,  why  it  has 
been  made  a  part  of  the  training  course  in  many  large 
department  stores. 

We  should  be  glad  to  show  this  new  film  to  the  in¬ 
surance  buyer  in  your  department  store.  Also  to  give 
you  facts  and  figures,  showing  how  we  are  reducing  in¬ 
surance  costs  for  leading  stores  from  coast  to  coast  by 
preventing  accidents  and  eliminating  unnecessary  ex¬ 
pense.  Just  write  us  today  on  your  business  letterhead. 


TV 

UBEKtdaii!™'''' 


*'  h  d  of  dUt'*'.""* 


EundU.  -E..  -- 
on.  h.nd  (to.  ■ 

„d  von. 

„.,ch.ndi.e  «hero 

you, 
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time  to  step  forward  and  show 
what  retailers  can  do. 

Protect  Consumers  from  Undue 
Price  Increases 

The  work  which  has  been  done 
by  retailers  to  prevent  the  purchas¬ 
ing  public  from  feeling  the  shock 
of  too-high  prices  constitutes  one 
of  the  most  creditable  efforts  in  the 
history  of  American  business.  Price 
increases  could  not  wholly  be  pre¬ 
vented  because  costs  have  been 
steadily  rising  but  every  retailer 
knows  how  often  he  has  faced  the 
necessity  of  absorbing  small  price 
increases  because  they  were  not 
large  enough  to  justify  jumping 
the  goods  into  his  next  price  line. 
Every  retailer  knows  of  discounts 
that  have  been  reduced  without  the 
retailer  making  up  the  difference 
in  his  price  and  a  large  number  of 
retailers  know  how  conscientiously 
they  have  repiorted  price  increases 
which  have  not  seemed  justifiable 
so  that  we  at  the  Association  could 
investigate.  By  and  large  retailers 
have  behaved  exceedingly  well 
and  the  week  of  Retailers  for 
Defense  will  afford  a  splendid  op¬ 
portunity  to  tell  the  public  some 
of  these  things.  The  retailer  does 
not  have  to  adopt  a  smug  attitude. 
There  is  no  danger  of  breaking  his 
arm  through  patting  himself  on  the 
back.  He  can  tell  his  story  simply 
and  modestly,  representing  his  ef¬ 
fort  as  an  essential  obligation  of 
retail  distribution. 

Give  Public  Information 

This  is  a  capital  time  for  retail¬ 
ers  to  talk  frankly  with  the  public 
about  general  merchandise  condi¬ 
tions.  This  does  not  mean  to  scare 
the  public  by  wild  tales  of  threat¬ 
ened  shortages  and  the  inflation  of 
prices.  The  attitude  might  well  be 
taken  that  it  is  the  responsibility 
of  the  merchant  to  provide  the 
things  which  the  public  needs, 
that,  of  course,  the  general  trend 
of  prices  is  upward  because  of  the 
Defense  preparations  and  the 
drafting  of  manpower,  but  the  re¬ 
assuring  note  may  safely  be  struck 
that  the  genius  of  American  manu¬ 
facturers,  plus  the  serv  ice  of  retail 
distribution  may  be  depended  up¬ 
on  to  meet  whatever  situations 
may  arise.  There  will  always  be 
merchandise  of  one  kind  or  an¬ 
other  and  even  if  ii.  »‘s  not  f>ossible 
to  obtain  exactly  what  has  hereto¬ 


fore  been  available  there  will  be 
acceptable  substitutes  so  that  there 
will  be  no  occasion  for  departure 
from  established  consumer  buying 
methods.  Give  a  picture  of  the  re¬ 
tailer  standing  ready,  experienced 
and  reliable,  to  continue  as  the 
purchasing  agent  for  the  public. 
This  is  swell  good-will  stuff  and 
exceedingly  timely. 

Conservation  by  Eliminating 
Waste 

In  the  existing  circumstances  it 
will  be  comparatively  easy  to  in¬ 
fluence  your  public  to  correct  some 
of  its  shopping  abuses.  You  are 
going  to  have  a  problem  of  ex¬ 
pense  control  in  your  store.  Now 
is  the  time,  against  a  background 
of  patriotic  effort,  to  do  something 
to  correct  the  abuse  of  the  return 
privilege,  to  get  the  public  to  carry 
small  parcels  and  generally  to  real¬ 
ize  that  extraordinary  service  is 
costly  and  should  be  dispensed 
with  so  far  as  possible  during  this 
emergency. 


A  Splendid  Poster 

We  have  had  prepared  for 
Retailers  for  Defense  a  very  at¬ 
tractive  poster.  You  will  see  a  small 
reproduction  of  it  on  the  cover  of 
this  issue  of  The  Bulletin.  ^Ve 
can  start  taking  orders  for  it  at 
once.  You  will  get  delivery  in 
ample  time  for  the  event.  This 
poster  really  has  glamour.  It  will 
stop  people  and  it  is  symbolic  of 
the  retail  store,  an  attractive  sales¬ 
girl  all  ready  with  her  salesbook 
and  pencil. 

Institutional  Ads 

Thanks  to  the  Saturday  Even¬ 
ing  Post  there  will  be  available  a 
series  of  institutional  ads  which 
any  individual  store  or  the  mer¬ 
chants  of  a  town  coo|>eratively 
may  publish  in  the  local  news¬ 
papers.  Mats  will  be  furnished  in 
various  sizes. 

Saturday  Evening  Post  Ad 

The  Post  has  contributed  a  two 
page  advertisement  of  Retailers 
FOR  Defense  which  will  appear  in 
The  Post  the  week  preceding  the 
Retailers  for  Defense  week.  Re¬ 
prints  of  this  advertisement  may  be 
had  gratis  for  display  in  windows 
or  inside  the  store. 


Today  the  public  is  being  told 
how  necessary  it  is  to  conserve  our 
important  supplies,  such  as  gaso¬ 
line  and  oil,  etc.,  and  that  we  must 
all  be  ready  to  make  sacrifices.  You 
can  achieve  a  great  deal  now  in 
the  correction  of  abuses  which  in 
normal  times  would  be  im|>ossible. 

Open  House 

Throughout  the  year  whenever 
you  invite  the  public  to  come  to 
the  store  it  is  to  buy  what  you  want 
to  sell.  Try  a  change  of  pace.  Hold 
one  or  two  “Op>en  House”  nights 
and  invite  the  public  to  come  and 
see  the  store,  to  admire  your  im¬ 
provements,  to  meet  your  execu¬ 
tives,  and  staff  of  employees.  This 
is  a  friendly  gesture  which  will  pay 
good  dividends.  And  if  you  want 
to  sell  goods  on  this  occasion,  have 
no  fear— your  public  will  buy.  It 
is  a  better  gesture,  however,  not  to 
make  any  sales.  The  idea  has  gone 
over  very  big  w'here  it  has  been 
tried. 


A  Poster  Girl  Contest 

Prizes  will  be  offered  for  the 
salesgirls  w'ho  look  most  like  the 
girl  on  the  poster.  Such  a  contest 
should  be  run  in  each  city.  In  each 
store  a  salesgirl  should  be  chosen 
and  photographed.  These  photo¬ 
graphs,  and  the  originals,  should 
be  submitted  to  a  committee  of 
judges  to  choose  the  salesgirl  whose 
photograph  w'ill  be  submitted  in 
a  national  contest  to  choose  “Miss 
National  Retailer”.  Get  some  pub¬ 
lic  officials  and  consumers  on  your 
committee.  The  salesgirl  who  wins 
the  national  title  will  not  only  get 
an  award.  She  will  also  get  a  thrill. 
And  the  store  for  which  she  works 
and  its  employees  will  share  that 
thrill.  This  is  good  stuff.  Your 
people  will  like  it. 

Mrs.  Typical  Customer 

This  year  hold  the  Mrs.  Typical 
Customer  contest  along  the  same 
lines  as  previously.  Customer 
should  be  in  her  thirties,  married, 
two  or  more  children,  yearly  in¬ 
come  not  to  exceed  $2,500.  This 
year,  however,  link  up  the  essays 
w'ith  National  Defense.  “What 
My  Favorite  Stores  Can  Do  to  Help 
(Continued  on  page  67) 
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1^  Lowell  Thomas  tells  a  Story 
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SEND 


THIS 


COUPON 


TODAY! 


Without  cost  or  obligation  you  can  review  Reming 
ton  Rand’s  new  sound-movie  “A  Million  Dollars  c 
Day”  send  the  Coupon  for  a  free,  illustrated 
prospectus. 


Remington  Rand  Inc. 
Dept.  NR -841 
BufTalOt  New  York . . . . 


I  I  The  scream  of  a  siren  is  your  reminder 
I  V'  W  ♦  that  fire  exacts  a  million  dollar  toll  each 
day.  And  it’s  a  reminder,  too,  that  it’s  your  respon¬ 
sibility  to  see  that  your  records  are  safe  from  the 
destructive  results  of  fire ! 

Imagine  the  hardships,  the  day  after  a  fire,  of  func¬ 
tioning  without  records  .  .  .  imagine  the  huge  task  of 
continuing  “business  as  usual’’.  Could  you  obtain 
bank  credit  to  reestablish  your  business?  .  .  .  collect 
your  insurance  promptly  and  in  full?  .  .  .  realize  full 
value  from  your  accounts  receivables?  .  .  .  refute  un¬ 
just  claims?  These  are  the  salients  which  would  stare 
you  in  the  face  the  day  after  your  fire. 

How  serious  are  they?  Could  you  storm  them?  See 
and  hear  all  the  answers!  A  host  of  questions  concern¬ 
ing  the  causes  and  effects  of  business  fires  are  fully 
answered  for  you  in  Remington  Rand’s  fascinating 
new  Safe-Cabinet  sound-movie  “A  Million  Dollars 
a  Day." 

Be  sure  to  see  it! 


R€minGTon  RPno  me. 

Buffalo,  New  York 

Branches  Everywhere 


1^  Make  urangements  to  have  your,  executive  staff 
and  department  heads — from  5  to  500 — see  this 
thrilling,  30-mmute  souitd-movie  expoong  the 
hazards  of  a  business  fire. 


Name . 

Company .  . . 

Address . 

City  b  State 


iv/fa/  it  means  to 


ARRANGING  CREDIT 

Following  a  fire  loans  are 
needed — and  quickly!  To  get 
them  requires  records  which 
prove  tangible  assets.  Where 
are  yours? 


COLLECTING 


INSURANCE 


Following  a  fire  insurance 
companies  demand  "proof  of 
loss” — inventories,  receipts, 
disbursements,  etc.  Where  are 
yours? 


COLLECTING 


RECEIVABLES 


Following  a  fire  accounts  re¬ 
ceivables  shrink  in  value  from 
30%  to  70% — when  ledgers 
and  supporting  data  are  lost. 
Would  yours  survive  fire? 


Pleate  tend  me  your  free  proepectus  which  gives  all  the  facts  about 
your  sound-movie  “  A  Million  Dollars  a  Day.” 


1941 
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How  the  Joseph  Horne  Company  Is  Meeting 

the  Merchandising  Crisis  in  Home  Furnishings 


A.  H.  Burchfield,  Jr.,  Vice- 
President  of  Joseph  Horne  Co., 
Pittsburgh,  at  Pennsylvania  Re¬ 
tailers’  Association  Convention: 

A  FUNDAMENTAL  p>oint  is 
the  problem  of  our  manu- 
■  facturers’  relationship  and 
our  customers’  relationship,  to  us, 
as  retailers  in  times  like  this.  All 
the  efforts  and  all  of  the  goodwill 
which  we  have  built  up  over  a 
pieriod  of  years  can  be  dissipated  if 
we  do  not  properly  size  up  the 
seriousness  of  the  situation  and 
take  steps  to  cope  with  each  and 
every  problem  as  it  arises. 

Our  Joseph  Horne  Company 
policy  has  been  to  deal  with  only 
leading  quality  manufacturers  and 
limit  those  to  as  few  as  necessary. 
We  feel  that  mutually  pleasant  and 
fair  relationship  with  these  estab¬ 
lished  firms  will  result  in  our  get¬ 
ting  our  share  of  needed  goods 
produced  during  this  emergency. 
To  this  end  we  have  tried  to  build 
up  staple  stock  inventories  because 
of  the  slowness  of  delivery  in  cer¬ 
tain  of  our  products,  so  that  we 
can  give  our  customers  prompt  de¬ 
livery  and  good  service  in  mer¬ 
chandise  they  want,  even  in  times 
of  emergency.  This  does  not  mean 
spieculation  in  merchandise,  but 
the  buying  of  staple  stock  merchan¬ 
dise  on  the  basis  of  last  Fall’s  sales, 
plus  10%  for  anticipated  normal 
volume  improvement.  We  are  not 
rushing  delivery,  but  working  with 
our  manufacturers  to  insure  a 
mutually  agreeable  flow  of  mer¬ 
chandise  without  any  unusual  de¬ 
mands  on  our  part. 

Strict  Buying  Control 

In  order  to  doubly  insure  against 
speculation  we  have  used  a  rigid 
control,  thanks  to  our  weekly  mer¬ 
chandise  dissection  reports  which 
have  been  in  full  operation  for 
three  years  in  all  our  home  fur¬ 
nishing  departments.  By  this  meth¬ 
od  we  know  the  facts  of  last  year’s 
operation  and  can  more  factually 
trend  our  purchases  and  deliveries 


for  a  minimum  of  consumer  ser¬ 
vice  problems  and  serious  inven¬ 
tory  pyramiding.  These  dissection 
controls  have  already  aided  mate¬ 
rially  in  helping  us  intelligently  to 
limit  our  selections— fewer  numbers 
with  more  adequate  stock  behind 
those  numbers. 

As  an  example  of  what  I  mean— 
Last  Fall,  one  open  stock  line  of 
dining  room  case  goods  in  medi¬ 
um-priced  mahogany  eighteenth 
century,  equivalent  to  six  ten-room 
suites,  accounted  for  over  50%  of 
our  entire  dining  room  business. 
The  department  also  exhibited 
thirty  other  styles  in  dining  room 
furniture.  We  have  cut  these  thirty 
styles  to  twenty,  with  more  stock 
behind  these  twenty,  and  are 
counting  on  doing  two-thirds  of 
our  dining  room  business  on  the 
open  stock  line  with  sufficient 
stock  backing  up  delivery  promises. 

Another  example  is  in  carpets— 
Last  Fall,  our  records  show  that 
five  private  brands  of  stock  roll 
goods  patterns,  of  four  colors  each. 


in  four  widths,  produced  over  60% 
of  the  season’s  volume.  Only  5% 
of  the  total  business  was  deriv^ 
from  other  colors  than  the  four 
carried,  bought  on  a  cut  order 
basis. 

However,  a  cut  order  sample 
stock  of  $5,000  investment  only 
brought  in  a  $15,000  volume,  w 
10%  of  the  total  fall  volume.  The 
remaining  25%  was  spread  over  36 
private  brand  sample  lines.  Now 
let  us  realize  that  cut  order  sales 
gave  us  an  average  gross  margin 
of  30%,  as  against  an  average  gross 
margin  of  42%  on  stock  rolls. 

It  is  obvious,  therefore,  that  we 
have  planned  this  Fall’s  promo¬ 
tional  effort  on  six  private  brands 
of  roll  goods,  reduced  our  cut  order 
line  of  samples  in  half  in  co-opera¬ 
tion  with  knowledge  of  what  num¬ 
bers  manufacturers  are  weaving, 
and  are  cutting  our  thirty-six  other 
private  brand  patterns  of  cut  order 
stock  to  twenty-four  on  the  same 
basic  knowledge.  We  plan  to 
(Continued  on  page  66) 


Window  Prize-Winner  in  Los  Angeles 


Barker  Bros,  used  this  window  to  display  the  decorative  scheme  submitted 
by  the  winner  in  their  recent  Karastan  "Plan-a-Room"  contest.  Tapes  run 
from  the  furniture  items  to  a  floor  plan. 
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Fur  Trimmed  Coats  Raise  Real  Tax  Problem 

(Continued  from  page  51) 


paid  the  tax.  With  the  tax  on  the 
retail  sale,  the  manufacturer  this 
time  is  not  concerned,  and  there¬ 
fore,  if  the  Treasury  Department 
rules  as  it  did  previously  it  will  be 
necessary  for  the  retailer  to  secure 
this  intimate  information  from 
the  manufacturer  in  order  to  keep 
needed  records  to  show  that  the 
fur  was  not  the  component  ma¬ 
terial  of  chief  value. 

Would  the  government  accept 
the  retailer’s  unsubstantiated  state¬ 
ment  that  the  fur  is  worth  less  than 
the  cloth,  lining,  etc.?  In  other 
words,  will  the  retailer  not  need 
figures  to  prove  his  claim?  It  is  true 
that  many  buyers  can  estimate  the 
relative  values  in  many  coats  sold— 
but  there  still  is  a  considerable  num¬ 
ber  which  will  defy  guessing.  And 
what  retailer  can  afford  to  guess  in 
a  tax  matter,  even  if  the  govern¬ 
ment  would  accept  the  retailer’s 
guess  as  to  values?  Will  the  manu¬ 
facturer  reveal  these  business  sec¬ 
rets? 

These  are  just  a  few  of  the  prob¬ 
lems  confronting  retailers  in  ad¬ 
ministering  the  fur  tax.  What  is 


Regional  Chairmen  for 
Demonstration 

(Continued  from  page  21) 

William  H.  Hager  of  Hager  & 
Bro.,  Lancaster,  Pa.,  for  Zone  2: 
New  York,  New  Jersey,  Pennsyl¬ 
vania,  Delaware,  Maryland  and  the 
District  of  Columbia. 

J.  P.  Allen  of  J.  P.  Allen  &  Co., 
Atlanta,  Georgia  for  Zone  3:  Vir¬ 
ginia,  West  Virginia,  Kentucky, 
North  Carolina,  Tennessee,  Geor¬ 
gia,  Florida,  Alabama,  Mississippi, 
Arkansas,  Louisiana,  Oklahoma, 
Texas  and  South  Carolina. 

H.  Kenneth  Taylor  of  John 
Taylor  Dry  Goods  Co.,  Kansas 
City,  Missouri,  for  Zone  4:  Ohio, 
Indiana,  Illinois,  Michigan,  Wis¬ 
consin,  Minnesota,  Iowa,  Missouri, 
North  Dakota,  South  Dakota,  Ne¬ 
braska  and  Kansas. 

Henry  C.  Nelson  of  J.  W. 
Robinson  Co.,  Los  Angeles,  Cali¬ 
fornia  for  Zone  5:  Montana,  Wyo- 
roing,  New  Mexico,  Idaho,  Utah, 
Oregon,  Nevada,  Colorado,  Ari¬ 
zona,  California  and  Washington. 


he  to  do  with  regard  to  fur 
trimmed  coats  sold  during  August 
and  until  the  law  is  passed?  If  cer¬ 
tain  kinds  are  taxable,  the  same 
question  arises  as  with  the  fur  gar¬ 
ment,  especially  in  layaway  sales. 

Taxing  Repairs,  etc. 

Retailers  should  also  keep  in 
mind  that  under  previous  laws,  re¬ 
pairs  and  remodeling  jobs  were 


taxed  on  the  basis  of  the  value  of 
the  new  fur  added.  The  Treasury 
Department  then  ruled  that  unless 
the  charges  for  the  repair  or  re¬ 
modeling  jobs  were  kept  so  that 
the  cost  of  the  fur  in  each  job 
was  readily  available,  the  tax  was 
imjjosed  on  the  full  price  of 
the  job,  including  labor  and  other 
items  of  expiense,  as  well  as  the 
new  fur  added.  To  avoid  this, 
stores  kept  separate  records  for  in¬ 
asmuch  as  they  made  the  repairs 
they  paid  the  tax. 


CALL  HASKELITE! 

•  Yes,  Haskelite  is  in  a  position  to 
make  rapid  delivery  and  installation  of 
Plymetl  Fur  Storage  Systems  to  help  you 
meet  the  increased  demand  for  lay-away 
storage  in  the  shortest  possible  time. 
What's  more,  a  Plymetl  System  provides 
absolutely  safe  and  reliable  storage 
through  pre-fumigation  and  air-condi¬ 
tioned  storage,  at  low  initial  and  operat¬ 
ing  costs — features  that  will  help  you 
hold  business  and  earn  a  larger  return 
long  after  the  current  emergency  has 
passed. 


HASKELITE  MANUFACTURING  CORP. 

Dapt.t.41«  20S  W.  Washington  St.,  Chicago,  III. 


SCIENTIFICALLY 
SAFE  AND  CLEAN 


fur  * 
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FOR  A  SUNBATH 


IN  THE  AUTO 


How  to  Sell  More 
Gas  Ranges 

Anew  48-page,  pocket-size 
handbook  for  salesmen,  en¬ 
titled  “How  to  Sell  More  Gas 
Ranges”,  has  been  made  available 
by  the  Harper-Wyman  Company. 

The  book  features  twelve  tested 
floor  demonstrations  designed  to 
give  customers  visual  proof  of  the 
superiorities  of  the  modern  gas 
range.  The  demonstrations  are 
planned  for  quick  and  effective  use 
on  any  sales  floor  and  generally  re¬ 
quire  no  expensive  equipment- 
other  than  a  connected  modem 
range. 

Requests  for  copies,  which  are 
free,  should  be  addressed  to  the 
Harper-Wyman  Company,  8562 
Vincennes  Avenue,  Chicago. 

Informative  Selling 

Guide  to  Informative  Selling; 
by  Roger  Wolcott;  published 
by  the  National  Consumer- 
Retailer  Council,  Inc.;  90  pp.; 
$1.00. 

The  blueprint  of  an  informa¬ 
tive  selling  program  that  the 
retail  store  can  put  into  effect  is 
contained  in  a  handsome  and 
pertinently  illustrated  publication 
of  the  National  Consumer-Retailer 
Council.  Prepared  by  Roger  Wol¬ 
cott,  Executive  Secretary  of  the 
Council,  the  book  first  discusses  the 
need  of  the  informative  selling  pro¬ 
gram  and  lays  the  groundwork  for 
its  organization.  Then,  in  consid¬ 
erable  detail,  it  outlines  the  meth¬ 
ods  which  may  be  used  to  collect 
“quality”  and  “use”  information: 
and  considers  the  use  of  specifica¬ 
tions.  Finally,  it  tells  how  to  use 
the  information  collected,  in  buy¬ 
ing;  in  selling  (by  the  use  of  labels 
and  other  forms) ;  in  sales  train¬ 
ing;  in  advertising;  and  in  display. 
It  takes  up  also  the  p>ossibilities 
the  consumer  advisory  committee 
offers  for  helping  the  work  along; 
and  outlines  a  publicity  program 
for  store  use. 

Essentially  the  material  in  the 
book  represents  a  composite  of 
programs  in  successful  operation 
in  a  number  of  stores  throughout 
the  country.  Not  the  least  inter¬ 
esting  of  the  material  is  the  collec¬ 
tion  of  labels,  advertisements,  dis¬ 
plays,  laboratory' rejjorts  and  other 
items  now  in  use  by  stores. 


Home  Furnishings 

(Continued  from  page  64) 


double  our  roll  goods  stock  inven¬ 
tory  with  deliveries  well  spaced 
and  worked  out  to  the  mutual 
satisfaction  of  the  three  quality 
carpet  and  lining  manufacturers 
that  we  give  85%  of  our  entire 
business  to. 

Our  rate  of  sale  increase  has 
been  constant  at  33-1  /3%  for  the 
past  five  months,  so  we  feel  justi¬ 
fied  in  anticipating  this  stock  in¬ 
crease  with  a  planned  decrease  in 
open  stock  sample  patterns.  This 
will  permit  us  to  hold  our  Fall 
1940  price  lines  and  absorb  a 
slight  manufacturer’s  price  increase 
through  the  sale  of  more  stock 
goods  rather  than  cut  orders,  which 
should  better  our  gross  margin. 

Meeting  Priorities 

We  know  now  that  in  1942  the 
Aluminum  Cooking  Utensil  Com¬ 
pany  will  not  be  able  to  manufac¬ 
ture  any  more  cooking  utensils  be¬ 
cause  of  the  defense  requirements. 
We  have  consequently  built  up 
our  stocks  of  aluminium  and  have 
reason  to  believe  that  we  will  be 
able  to  provide  goods  for  our  cus¬ 
tomers  at  least  for  the  balance  of 
the  year.  This  will  allow  us  time 
to  study  quality  substitutes. 

We  know  now  that  the  stainless 
steel  fabricators  of  cooking  uten¬ 
sils  cannot  place  any  more  orders 
for  this  purjxise,  and  again  we 
have  built  up  our  stocks  to  take 
care  of  customers  during  the  Fall 
season  and  early  Spring. 

We  know  now  that  the  Govern¬ 
ment  has  placed  Koroseal,  which 
we  use  in  our  shower  curtain 
business,  on  the  critical  list,  and 
we  will  have  to  find  substitutes  in 
this  field.  The  Pyrex  Company  has 
notified  us  that  a  limited  supply 
of  borax  is  available  and  for  this 
reason  have  discontinued  the  man¬ 
ufacture  of  Pyrex  Cooking  Uten¬ 
sils.  This  may  be  only  a  temp>o- 
rary  condition. 

We  know  now  that  there  is  a 
mandatory  control  on  the  supply 
of  nickel,  and  this  has  had  the 
effect  of  curtailing  certain  prod¬ 
ucts,  such  as  chromium  electrical 
appliances  and  some  gas  ranges. 


Nationally 
Advertised 
ij!ij!MgHi  Since 
1931 


A  Big 
Seller  in 
Leading 
Stores 
from 
Coast 
to  Coast 


PUOFILM 

COVER 

FURNISHED 

FREE 


Keep  Your 
Display  Sample 
Clean 


Write  for  Literature 

National  Production  Co. 

4569  ST.  JEAN  AVENUE 
DETROIT,  MICH. 

Ordtr  Direct  or  from-. 

Walker  Stetson  Co.,  Boston 
Paragon  Fum.  Co.,  N.  Y. 

Peck  &  Hills,  Chic^o 
Butler  Bros.,  Chicago 
L.  Richer  &  Co.,  Fhila. 

Wm.  Volker  &  Co.,  Kans.  City 
Paxton  &  Gallagher,  Omaha 
A.  E.  Kadner,  Los  Angeles 
Miller  Trading  Co.,  Detroit 
Buhl  Sons  Co.,  Detroit 
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inmsan  tubes 

handle  ALL  sales 
transactions  in 

ONE  ^cuf. 


Qnlif\  investment 

iu  a 

Economical  System 


Every  Lamson  Tube  Station  is 
a  complete  service  point.  Every 
station  provides  a  single,  simple 
method  for  rapid,  accurate  han¬ 
dling  of  every  type  of  sales  trans¬ 
action — cash,  charge,  C.O.D., 
lay-away,  bank  check,  return,  ex¬ 
change  or  house. 

There’s  only  one  system  .  .  . 
only  one  investment . . .  only  one 
maintenance  cost  .  .  .  and  only 
one  depreciation  cost.  That’s 
why  storeowners  everywhere  are 
pointing  to  the  economy  as  well 
as  the  efficiency  of  Lamson 
Tubes.  Many  of  them  are  re¬ 
porting  sizable  reductions  in  their 
equipment  investment  by  switch¬ 
ing  over  to  Lamson  Tubes. 

Mail  the  coupon  for  the  new 
Lamson  Tube  folder:  “Cross- 
Question  Your  Sales-Handling 
System.’’ 


inmson 

dispatch  tubes 

A  Store  Sy»tem  thmt  hmndlea  ALL 
Sales 


Corporation 
Lamson  Street 
Srracuae,  N.  Y. 

W'jt/iouf  coif  or  obUiation,  kit 
••no  mo  0  FREE  copy  of  your  i, 
Ira  tod  afore  book^  **Croas-  Quea 
'Our  Saha-Handiing  Syatem  " 

. Title . 

•tort . 

. State . 


Retailers  for  Defense 
Program 

(Continued  from  page  62) 

National  Defense”,  or  “Hotv  as  a 
Consumer  I  Can  .Aid  My  Favorite 
Stores  to  Help  National  Defense”; 
something  to  give  Ixith  the  store 
and  the  National  Defense  and  also 
the  consumer  angle.  Don’t  think 
this  is  only  small  toivn  stuff.  C-us- 
tomers  love  it— even  in  the  big 
cities.  It  establishes  a  consumer 
tie  up  with  this  big  retail  week.  If 
your  customers  like  it  it  is  giMKl  for 
your  store  and  your  town. 

The  Big  Defense  Dinner  in 
Washington 

Make  sure  that  at  least  one  rep¬ 
resentative  from  your  city  attends 
the  big  dinner  in  Washington  at 
the  Hotel  Mayllower  on  Monday 
evening,  SeptemlK-r  lath.  Fhe 
guest  of  honor  will  be  Donald  M. 
Nelson,  Director  t)t  Purchases, 
O.P.M.  Mr.  Nelson’s  service  to  the 
government  has  benefited  every 
man,  woman  and  child  in  the 
United  States.  How  much  he  has 
saved  the  government  has  iK'en 
estimated,  in  astronomical  iigures.  j 
How  much  he  has  saved  the  public 
directly  through  the  efficient  way 
in  which  he  has  placed  government 
orders  so  as  to  interfere  as  little 
as  possible  with  civilian  supplies 
and  prices,  can  never  be  known, 
but  it  has  lx.‘en  enormous. 

\Ve  are  proud— and  we  think  the 
entire  retail  trade  should  lx;  proud 
—that  when  the  government  in  its 
hour  of  need  had  to  have  a  man 
for  this  important  work  a  retailer 
was  chosen  to  do  the  job.  We  want 
to  give  Don  Nelson  an  ovation 
from  the  retail  trade  and  you  can 
help  us. 

Don  Nelson  is  Honorary  Cdiair- 
man  of  Rktaii.krs  for  Dkfknsk 
and  we  must  do  a  great  job  to 
deserve  the  credit  he  reflects  upon 
retailers. 

Fred  Lazarus,  Jr.,  chairman  of 
the  Retailers  Advisory  Committee, 
will  be  chairman  of  the  Dinner 
Committee  and  we  want  every  re¬ 
tail  community  in  the  United 
.States  represented. 

For  further  information  or  sug- 
gestion.s,  write  to  the  National  Re¬ 
tail  Dry  G(kk1s  AsstKiation. 


mncHinE 

“Be^er 

'  PRicE-mnRKinc  . 

Ct^  [pwer  Cosf ! 


Your  store  needs  the  Monereh 
’’Super-Advanced’’  Pin-On  Machine 
to  gain  important  savings  in  time 
and  money. 

This  machine  prints  and  attaches 
complete,  accurate  price  tickets, 
carrying  1-12  lines  of  price-marking 
information. 

Legible  prices  prevent  errors;  cov¬ 
ered  pin-points  protect  merchan¬ 
dise.  The  "Super-Advanced"  is 
swift,  accurate,  dependable  .  .  . 
write  today  for  a  free  demonstra¬ 
tion  in  your  own  store!  No  obliga¬ 
tion. 

Hero’s  Easy,  Spaady  Ro-PrUinsI 

Change  prices  on  mer¬ 
chandise  without  lost 
time  or  effort!  The  Mon¬ 
arch  Re-Price  Marker 
clips  or  cancels  the  old 
price;  retains  old  price; 
prints  ,new  price  ...  all 
in  one'  operation.  Com¬ 
plete  with  walnut  case, 
type,  3  ribbons,  all  ac¬ 
cessories  . 927.30 

THE  MONARCH 
MARKING  SYSTEM  CO. 

Main  Office  and  Factory  : 

216  Torrence  St.  Dayton,  Okio 

PaciSc  Coaat  Branch  Factory : 

1130  Maple  Arenne  laoa  Angelea,  Calif. 

Canadian  Factory: 

3S8  Adelaide  Street,  W.  Toronto,  Can. 
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Design  for  Packing  Desks 


Article  No.  13  in  a  series  of  Better  Packing  .\rticles 
By  RiciiAKi)  1).  Elwf.ll,  Store  Consullmit 


The  packing  desk  shown  in 
the  cut  below  has  been  used 
by  department  stores  and  spe¬ 
cialty  stores  successfully  for  pack¬ 
ing  semi-bulk  items.  It  is  particu¬ 
larly  adaptable  for  those  stores 
which  use  single  face  corrugated 
methods  of  packing. 

The  desks  can  be  inexpensively 
constructed  of  wood;  or  if  a  more 
permanent  construction  is  desired, 
of  metal.  In  any  case  the  remov¬ 
able  bin  for  stuffing  materials  lo¬ 
cated  at  the  right  side  of  the  desk 
must  be  of  metal  and  of  the  self¬ 
closing  type.  If  a  wooden  desk  is 
used,  a  tempered  presdwood  top  is 
preferable. 

The  corrugated  rolls  are  placed 
in  the  desk  from  the  rear.  The 
corrugated  strips  are  fed  through 
a  slot  Hat  onto  the  top  of  the  desk. 
Ordinary  hinges  are  attached  to 
prevent  the  corrugated  from  slip¬ 
ping  back  as  each  piece  is  cut  from 
the  roll.  If  a  soft  corrugated  such 
as  chip  and  straw^  is  used,  a  cut¬ 
ting  bar  will  work  satisfactorily; 
for  the  somewhat  tougher  cor¬ 
rugated  such  as  kraft  and  kraft, 
or  kraft  and  straw,  a  metal  rein¬ 
forced  cutting  groove  is  usually 
better.  'Fhe  cutting  groove  guides 
the  packing  knife,  and  makes  a 
clean  cut. 

Space  is  provided  as  shown  for 
bogus  paper,  tissue,  or  like  cut 
papers.  These  slides  are  easily  con¬ 
structed  and  form  a  convenient 


means  for  filling  the  desk  with  new 
supplies.  When  the  desk  is  in  use, 
the  slides  are  pushed  in  Hush  with 
the  front  of  the  desk. 

The  twine  box  gives  am}>le  space 
for  storing  two  types  of  twine  con¬ 
veniently.  To  the  left  of  the  twine 
box  is  a  small  shelf  for  stickers  and 
other  forms.  spindle  for  holding 
rolls  of  ribbon  can  also  be  easily 
constructed  as  shown. 


The  carton  slides  can  Ik?  made 
adjustable  if  desired.  However, 
fixed  slides  are  usually  suflicient, 
and  are  less  expensi\e  to  construct. 

If  deep  cartons  are  used,  a  small 
collapsible  stand  may  be  construc¬ 
ted  in  the  left  side  of  the  table, 
riiis  stand  enables  the  top  of  the 
carton  to  be  placed  at  a  convenient 
height  for  the  packers.  When  not 
in  use  the  stand  is  folded  out  of 
the  way. 

The  advantages  of  supplying 
packers  with  a  desk  of  this  type 
are: 

1.  As  most  of  the  supply  items 
needed  by  the  j}acker  are  con¬ 
veniently  located  at  the  desk, 
it  is  not  usually  necessary  for 
a  packer  to  leave  his  desk  for 
supplies,  rherefore,  time  is 
saved,  and  fatigue  is  reduced. 

2.  When  supplies  are  convenient¬ 
ly  arranged  at  the  desk,  wast¬ 
age  by  improper  use  of  pack¬ 
ing  supplies  is  not  as  likely. 

3.  Providing  adecpiate  space  at 
each  desk  for  necessary  sup¬ 
plies.  instead  of  storing  them 
on  overhead  shelves,  or  in  bins 
near  the  \desk,  usually  reduces 
supply  damages. 


Burroughs 

DUPLEX  ADDING  MACHINES 


The  famous  Burroughs  Short-Cut  Keyboard  provides  the 
fastest  known  method  of  adding  amounts  and  printing  the 
answers.  Special  features,  such  as  automatic  count  of  trans¬ 
actions  and  automatic  accumulation  of  grand  total,  with  re¬ 
sults  printed  direct  to  the  final  forms,  further  speed  up  and 
simplify  the  work.  For  a  non-listing  soles  audit,  other  Bur¬ 
roughs  machines  have  many  advantages.  Investigate.  Ask 
your  local  Burroughs  office  to  assist  you  in  selecting  exactly 
the  right  machine  for  your  sales  audit  work.  Or  write  to — 

BURROUGHS  ADDING  MACHINE  COMPANY 
^  6646  Second  Avenue,  Detroit,  Michigan 
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Fabrics 

(Continued  from  page  44) 


IMPORTANT 

This  order  is  for  merchandise 
made  of  Beniberg  rayon.  Substi¬ 
tutes  will  not  be  accepted.  When 
delivery  is  made,  each  unit  must 
bear  an  authorized  “Bemberg” 
label  or  tag,  including  cleaning  or 
washing  instructions.  .Any  mer¬ 
chandise  not  so  marked  is  subject 
to  return  at  your  expense.  Your 
cooperation  will  be  appreciated. 
(Gimbel  Brothers,  Philadelphia). 

Theodore  AYood,  merchandise 
manager  of  .American  Bemberg, 
states  that  about  twice  as  many 
certified  tags  have  iK'en  issued  to 
cutters  covering  more  than  twice 
the  yardage  of  dress  fabrics  tested 
and  approved,  during  the  second 
year  of  his  company’s  tpiality  con¬ 
trol  program. 

“Maid  of  Cotton”  Ends  a 
Triumphal  U.  S.  Tour 

.Alice  Erie  Beasley,  the  La- 
Grange,  Tennessee,  girl  who  was 
chosen  as  the  1941  “Maid  of  Cot¬ 
ton”,  has  jtist  completed  a  15,000- 
niile  tour,  sponsored  by  the  Na¬ 
tional  Cotton  Council,  during 
which  she  appeared  as  the  star  in 
the  fashion  show  "Luxable  Cottons 
are  Top-Flight  Fashions”— a  de¬ 
partment  store  promotion  plan, 
organized  and  traveled  by  Lever 
Brothers  Company. 

The  premiere  of  these  cotton 
fashion  shows  was  staged  at  Bur- 
dine’s,  Miami,  during  the  last  week 
of  February,  and  the  tour  ended 
recently  in  Pittsburgh.  In  her  ap¬ 
pearance  Miss  Beasley  wore  cot¬ 
tons  from  head  to  foot,  including 
six  dresses  especially  selected  for 
her. 

The  fabrics  were  given  rigid 
tests  for  color  fastness  and  shrink¬ 
age,  and  her  style-show  wardrobe 
was  stocked  in  each  store  conduct¬ 
ing  the  fashion  show,  and  w'as  on 
sale  immediately  after  its  close. 
Complete  store  arrangements  were 
made  well  in  advance.  Through¬ 
out  the  tour  Miss  Beasley  adhered 
to  a  complete  cotton  wardrobe, 
even  to  stockings,  which  were  of 
mesh  construction. 

This  fact  was  announced  from 
the  fashion-show  platform  and,  to¬ 
gether  with  new'spaper  advertising 
and  window  and  interior  displays 


of  cotton  accessories,  helped  many 
stores  to  sell  not  only  cotton 
dresses,  but  also  such  items  as  cot¬ 
ton  lingerie,  gloves,  hosiery,  and 
negligees. 

British  Textile  Book 

USINESS  may  not  be  going  on 
as  usual  in  Great  Britain  these 
days,  but  it  is  evident  that  the 
British  textile  trade  has  lost  none 
of  its  usual  ability  to  present  the 
products  of  its  looms  impressively. 
W’itness  the  one  hundred  and  fifty 
page  attractively  illustrated  book, 
which  recently  came  to  this  coun¬ 
try,  entitled  British  Cotton  and 
Rayon  Textiles,  published  for  the 
Cotton  Board,  Manchester,  Eng¬ 
land,  and  “issued  for  the  informa¬ 
tion  of  buyers  of  cotton  and  rayon 
textiles  and  textile  products.” 

The  beautiful  fabrics  manufac¬ 
tured  by  the  cotton  and  rayon 
trade  of  Great  Britain  for  various 
purposes  are  effectively  presented 
in  color  and  so  well  printed  as  to 
command  immediate  attention. 

The  contents  of  the  Ixxik  are 
divided  into  sections,  including 
tlress  fabrics  of  all  types,  dresses  for 
day  and  evening,  fabrics  for  cur¬ 
tains  and  drajX'ries,  upholstery  and 
miscellaneous  merchandise.  'Fhese 
sections  in  addition  to  the  color 
prints  contain  black  and  white 
photographs,  many  in  madeup  gar¬ 
ments  illustrating  fabric  design  and 
silhouette. 


Fifth  Crochet  Contest 

The  Fifth  .Annual  Nation-Wide 
Crochet  Contest  is  being  advertised 
by  almost  1,000  fairs  as  the  major 
attraction  of  their  women’s  depart¬ 
ments,  this  year,  according  to  the 
National  Needlecraft  Bureau,  spon¬ 
sors  of  this  annual  needlework  pro¬ 
motion. 

Full-page  announcements  of  the 
Fifth  Annual  Nation-Wide  Crochet 
Contest  appear  in  the  premium 
lKK)ks  distributed  by  local,  county 
and  state  fairs  throughout  the 
country.  These  premium  books 
reach  from  10,000  to  50,000  per¬ 
sons,  per  fair,  and  reach  the  major 
portion  of  the  buying  public  in  the 
fair  territories. 


( - ^ 

PROGRAM 

FOR 

PROFIT!... 

Here’s  an  important 
way  you  can  help 
step-up  your  business. 
When  you  order,  re¬ 
quest  that  shipment 
be  made  by 
Railway  Express. 

We  swiftly,  carefully 
transport  ’most  any¬ 
thing  —  dresses,  fur 
coats,  furniture,  shoes, 
Persian  cats.  No  extra 
charge  for  pick-up  and 
delivery  within  our 
regular  vehicle  limits 
in  all  cities  and  prin¬ 
cipal  towns.  Service  is 
nation-wide  and  eco¬ 
nomical.  Just  phone 

Railway 

Express 

AGENCY  INC. 


NATION-WIDE  RAIL-AIR  SERVICE 

V _ _ 
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The  Army  Behind  the  Army 

(Continued  from  page  29) 


Harper  Sibley,  who  recently  suc¬ 
ceeded  Mr.  Moving  as  president  of 
the  U.  S.  O.,  served  as  a  volunteer 
Y.  M.  C.  A.  secretary  at  Camp  Dix 
during  the  World  War,  was  presi¬ 
dent  of  the  United  States  Chamber 
of  Commerce  from  1935  to  1937 
and  is  now  a  member  of  the  senior 
council  of  that  body.  He  is  a  former 
president  of  the  Rochester  Cham¬ 
ber  of  Commerce.  He  was  chair¬ 
man  of  the  Rochester  U.  S.  O.  cam¬ 
paign  which  went  $10,000  over  its 
$76,000  quota  in  May,  before  the 
start  of  the  national  U.  S.  O.  drive 
for  $10,765,000  which  began  June 
3. 

He  is  chairman  of  the  Security- 
Trust  Company  of  Rochester  and 
a  director  of  many  companies. 

In  an  interview  at  U.  S.  O.  head¬ 
quarters  in  the  Empire  State  Build¬ 
ing,  Mr.  Sibley  paid  tribute  to  the 
invaluable  assistance  of  retail  mer¬ 


chants  throughout  the  nation  in 
helping  to  raise  the  funds  which 
will  finance  the  operations  of  the 
U.  S.  O.  clubs. 

“The  enthusiastic  res|x)nse  of 
the  retail  field  in  the  U.  S.  O.  cam¬ 
paign  has  been  noteworthy,”  he  de¬ 
clared.  “Not  only  have  hundreds 
of  thousands  of  owners,  executives 
and  employees  of  stores  through¬ 
out  the  country  donated  their 
funds  generously— they  have  been 
of  tremendous  help  in  carrying  the 
message  of  U.  S.  (3.  to  the  buying 
public  through  their  use  of  win¬ 
dow  displays,  posters,  advertising 
and  booths. 

“In  many  areas,  merchants  have 
been  staging  special  U.  S.  O.  Day 
sales,  contributing  part  of  the  re¬ 
ceipts  to  help  our  work.  Innumer¬ 
able  individual  merchants  have 
done  likewise.  Besides,  large  num¬ 
bers  of  p>ersons  in  the  retail  field 


have  volunteered  their  services  in 
our  campaign,  serving  with  local 
U.  S.  O.  committees  in  many  capa¬ 
cities. 

“The  U.  S.  O.  is  grateful  for 
their  help.  The  hundreds  of  thou¬ 
sands  of  men  in  the  armed  forces 
who  will  benefit  by  the  operation 
of  U.  S.  O.  clubs  will  be  equallv 
grateful.  The  maintenance 
morale  among  our  young  men  in 
service  is  a  vital  phase  of  the  na¬ 
tional  defense  effort.  By  this  sup¬ 
port  of  our  boys  in  uniform,  the 
merchants  of  the  country  are  doing 
their  share  for  defense.” 

Who  and  Where  Are 
the  Speculators? 

(Continued  from  page  35) 

not  know  and  never  will  know, 
the  real  capacity  of  any  industry. 

“After  you  have  loaded  up,  the 
processes  of  manufacture  go  right 
on  and,  in  times  like  these,  at  in¬ 
creased  capacity.  Someone  who 
waited  and  is  willing  to  pay  an  in¬ 
creased  price  may  get  the  deliverie 
while  the  first  man  waits.  Even  if 
you  get  the  goods,  however,  you 
still  have  to  reckon  with  the  gov¬ 
ernment. 

“How  great  is  the  speculative  in¬ 
terest  in  consumer  goods  today 
and  where  is  it?”  Speaking  of  the 
outside  speculator,  “the  smart  op- 
jjortunist  who  has  no  legitimate 
interest  in  any  particular  market, 
but  who,  hearing  that  certain  com¬ 
modities  or  goods  are  going  to  be 
scarce,  sees  a  chance  to  jump  in, 
buy  largely  and,  taking  advantage 
of  a  rapidly  rising  market,  get  out 
with  a  big  profit. 

“In  the  previous  war  period  this 
typ>e  of  speculation  was  one  of  the 
principal  elements  in  causing  the 
rapid  rise  of  prices,  and  it  is  this 
typ>e  of  sfseculative  buying  that 
probably  represents  the  greatest 
danger  of  all.” 

If  this  fact  is  more  readily  ac¬ 
cepted  and  acted  on— as  a  direct 
result  of  the  Association’s  various 
direct  and  indirect  efforts  to  hold 
prices  in  check— organized  retailers 
will  have  performed  a  service  for 
their  public  and  the  nation  that 
cannot  possibly  be  measured  in 
words. 


NEW  TRANSPARENT,  CRYSTAL  CLEAR 
ALL-PURPOSE  PLASTIC  HANGER 

Shatterproof  •  Efficient  •  Attractive 

1.  Sfaoalda-Shape  pre¬ 
vents  poked  out  shoul¬ 
ders. 

2.  Non-slip  cut-outs  hold 
straps  of  sleeveless 
frocks. 

3.  Underneath  hooks 
hold  loops  of  suit 
skirts. 

4.  Chrome  hook  remains 
bright  and  sparkling. 

5.  Correctly  designed  for 
all  ladies’  wearing  ap¬ 
parel. 


The  hanger  advertised  herein  is  manufactured  and  sold  under  U.  S.  Patents  No.  1,758,807 
and  No.  1,799,690.  We  intend  to  prosecute  all  infringers  of  our  rights  under  these  patents. 


TELL  US  YOUR  HANGER  NEEDS. 

FREE  SAMPLES  GLADLY  SENT! 

The  ALL-STYLES  HANGER  CO.,  Inc. 

Makers  of  "Fairy"  Haoqers; 

Wood  *  Wire  *  Plastic 

512  Seventh  Avenue  New  York,  N.  Y. 
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departm< 

How  Did 


in  MANY  DEPARTMENTS 


Separate  Data  for 
the  First  Time  on: 

Costume  Jewelry 

• 

Fine  Jewelry  and 
Watches 

e 

Mattresses,  Springs 
and 

Studio-Sofa  Beds 


Increased  volume,  better  margins,  lower  expenses — made  sundry 
departments  in  numerous  stores  take  on  NEW  LIFE  IN  1940! 

How  Did  Your  Departments  Come  Through? 

Find  the  answers — and  a  dependable  guide 
to  better  performance  in  the 

1940  Departmental  Merchandising 
and  Operating  Resuits 

This  annual  publication  is  the  "retailer's  tool-chest".  It  contains  data 
of  the  most  essential  and  valuable  sort  on  the  detailed  operating  phases 
of  departmental  procedure,  all  of  which  can  be  effectively  applied  as 
tools  to  PRUNE  MARKDOWNS,  SHRINK  RETURNS,  SWELL  MARGINS, 
AND  DECREASE  EXPENSES. 

Many  stores  refer  to  this  booklet  as  their  BIBLE.  Here  are  a  few  of 
the  more  pertinent  phases  of  operation: 


MERCHANDISING  STATISTICS 


Cumulative  Markon 
Markdowns 
Stock  Shortage 
Workroom  Net  Cost 
Cash  Discounts 


Administrative  %  to  Sales 
Fixed  Plant  &  Equipment  Costs 
Total  Occupancy 
Newspaper  Cost 


Gross  Margin 
Number  of  Stock  Turns 
Sales  %  to  Total  Store 
Sales  %  to  Last  Year 
Returns  %  to  Gross  Sales 
Dollar  Sales  Per  Square  Foot 

OPERATING  EXPENSES 

Total  Publicity 
Buying  %  to  Sales 
Saiespeoples'  Salaries 
General  Selling  Expense 


Sales  Ratio  to  Closing  Stock 
Age  of  Stocks: 

Current  Season 
Old  Season 

Average  Gross  Sale>Spring  &  Fall 


Delivery  Expense 
Total  Selling  Expense 
Total  Operating  Expense 


Your  Morchandisors,  Buyon,  Solos  Premotieu  Mouagor,  Storo  Mouagor,  oud 
Controllor  should  each  hovo  a  personal  copy  on  hand  for  constant  reference. 

Pric*  to  Membors  of  N.R.D.G.A.  and  Controllors*  Congress— $2.00  por  copy 
Quantity  Discount— 6  or  more  copies  25% 

Price  to  Non-Members — $5.00  per  copy— prepaid 
Special  Price  to  Contributors — $1.00  per  copy 


CONTROLLERS’  CONGRESS 
101  West  31st  Street 
New  York  City 

Please  send  . 


copy  lies)  of  the  "1940  Departmental  Merchandising  and  Operating  Results"  to: 


Hake  checks  payable  to  N.  R.  D.  G.  A. 
(To  facilitate  delivery  please  remit  with 
order).  Add  New  York  City  Sales  Tax 
if  hook  is  to  be  delivered  within  that 


Individual 


Company 


Address 


